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“Invariably, in developing a sound and profitable 
juvenile business there are nine particular points on 
which we must check every season and weigh each 
in relation to competition. 


“They are: 1. quality, 2. fit, 3. style acceptance, 4. 
frequency of turn-over, 5. mark-up, 6. mark-downs, 
7. customer acceptance, 8. advertising support, 9. in 
stock service. And above all, deal with a reliable 
manufacturer, one who takes a pride in his service 
to retailers. 


“Incidentally, be sure you look into Friedman- 
Shelby’s Red Goose proposition. That line is one of 
the best in the country.” pare gine 


OF 
HAVING FEET 


e A post card will bring our salesman to your store « 


FRIEDAAN-SHELBY. 
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THERE will be held in the year 
1939 in the United States 18,500 
conventions—a total in excess of 
any other year on record—covering 
trade, fraternal, social and eco- 
nomic meetings of all sorts, kinds 
and colors. These are the listed 
conventions of national or sectional 
significance and do not take in the 
minor conventions of meetings held 
everywhere. 

Certainly that total of 18,500 con- 
ventions indicates a desire for co- 
operation in all fields of endeavor 
and is in itself a glorious symbol of 
the democratic spirit. You could 





WALK 
FOR 
HEALTH 














take all the nations in the world 
combined and they wouldn’t muster 
.a similar record of conventions. 
So 1939 is on the move. People 
are going places and doing things. 
‘Transportation and locomotion by 
foot play a part. 
. There is a slogan that’s timely: 


“Ride for Convenience. Drive for 
Education. Walk for Health.” It 
ties up with the movement of men 
and women in fashion and in foot- 
wear. 





IF the eating of meat is an index of 
standards of living, America stands 
high, for the figures are out that the 
per capita consumption of meat for 
the United States last year totaled 
129 pounds—an increase of 34% 
pounds over 1937. Increased meat 
eating was largely attributed to 
lower prices resulting from the 
marketing of larger supplies. By 
and large it is a sign of better liv- 
ing in America. 

Farmers’ income from meat ani- 
mals in 1938 was estimated at ap- 
proximately $1,900,000,000. The 
number of cattle and calves handled 
in Federal inspected plants de- 
creased’ by 4.4 per cent and 12.5 


[13] 


per cent respectively — while the 
number of hogs and lambs in- 
creased by 5.5 per cent and 1.8 per 
cent respectively. In other words— 
less sole leather and calfskin in the 
raw and more pigskin and sheep- 
skin. . . . Whatever that means. 

Prices of hides and skins, for in- 
stance, after a maximum loss in 
October, 1937, of 47 per cent fin- 
ished the 12 months’ period with a 
net decline of 30 per cent. And 
that’s the rub. 


GERTRUDE H. SYKES, Person- 
nel Director, Ed. Schuster & Co., 
Inc., Milwaukee, Wisconsin, says: 
“Training for more than one job is 
a means of progressing the am- 
bitious. Specifically, since 1936, 
stock boys have been considered a 
definite selling resource. At that 
time, stock positions were reviewed 
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with buyers and the head of the 
stock rooms for the purpose of 
agreeing that the nature of the mer- 
chandise was such that young men 
could sell it and to rate the selling 
ability of the boys on the job. The 
stock boys were interviewed to de- 
termine their preference for ad- 
vancement. Transfers were made. 
Each buyer agreed in writing that 
he would give the stock boy selling 
training on Saturdays, take him for 
full-time selling when the next 
opening occurred and give him a 
six-month trial before deciding 
whether or not he could sell. 
Written agreements are no longer 
necessary. New stock boys in these 
departments are selected for their 
selling ability. There has been ap- 
proximately 89 per cent satisfactory 
promotions through this plan. 

“During 1938, in order to meet 
selling emergencies and Saturday 
peaks, other operative employees 
have been given selling training and 
regular Saturday selling assign- 
ments.” 





THE New England Shoe and 
Leather Association has established 
a customer-adjustment bureau to 
assist in removing causes of dis- 
putes between buyer and seller. 

Maxwell Field, executive secre- 
tary, says: “To aid in the matter of 
unjustified cancellations of orders 
and returns of new or worn shoes, 
provision is made for the report to 
the bureau by members of returns 
and cancellations, and the custom- 
er’s reasons therefor. Compiled re- 
ports on particular accounts are 
available to members of the bureau 
on application. 

“To facilitate the adjustment of 
trade disputes between members and 
their customers or buyers in the 
industry, the bureau provides an 
arbitration service. The use of a 
meeting room and the services of 
a stenographer are furnished free 
by the association in the conduct of 
an arbitration case. 
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—lIn Red Russia of today it requires 
four months’ wages of the aver- 
oe to buy one good pair 


—In Italy three weeks’ wages must 
go for a pair of shoes. 

—In Germany two weeks’ wage. 

—tIn England, two days’ wages. 

—lin America, one day's wage or 


—How can we expect our economic 
world to function normally with 
unbalanced ratios such as these? 

—Science and inventive genius have 
made the world a rather small 
place in which to live. 

—We have become so interrelated 
and interdependent that any one 
“rough spot" slows up the whole 
machine. 


—Some problems to solve, eh what? 


South el 


President 





“During its brief existence thus 
far, the customer-adjustment bureau 
has already proven its worth. The 
very first case was a dispute be- 
tween a manufacturer and whole- 
saler which was amicably settled 
within two weeks at no expense to 
either party. That same dispute had 
been hanging fire several months 
before the present arbitration ma- 
chinery became available. 

“We believe this has been the 
roost important step taken in buyer- 
seller relations in the New England 
shoe industry.” 

* ” + 
IN the financial column of the New 
York World-Telegram . . . “If Ohio 
Oil, United Corporation and Allied 
Kid were to follow each other on 
the tape, the symbols would com 
bine to read OH U KID.” 


BRICHARD S. LAWRENCE, of 
London, says: 

“Must congratulate you on the 
wonderful issue of the Boot AnD 
SHoe Recorper of December 24. 
Nothing like it anywhere, any time. 
I have never known a paper to talk 
this way to its readers: OBSERVE, 
COMPARE, REMEMBER. Might 
I add another—RECORD. The big 
RecorDER has given a very good 
moral tone and inspiration to the 
industry the world over.” 


* 7 7 


COLONEL H. A. WONSON of the 
Commonwealth Shoe and Leather 
Company, at the Boston Boot and 
Shoe Club said: 

“There seems to be a school of 
thought which teaches that if we can 
only sell enough dollar bills for 
95 cents, we will make a profit. The 


trouble is that it doesn’t work.” 
a * * 


JE. KISKER, General Manager 
of Braunstein’s, Wilmington, Dela- 
ware, says: “Remember your first 
Mark-Down is the most important. 





Don’t let exhausted planned Mark- 
Downs sway you. Planned Sales, 
Planned Mark-Downs and Planned 
Discounts are important, but actual 
profits in dollars and cents pay the 
dividends. In this day of specializa- 
tion by manufacturers, the percent- 
age of bad styles is relatively small ; 
therefore, if the merchandiser and 
buyer will make a practice each day 
of going through their stocks and 
taking prompt action in these styles 
that do not show re-order possibili- 
ties, they will have the minimum of 
SLOW MOVING STOCK.” 
* * * 

MIARY BROUWER FINLEY of 
Milwaukee, before the Shoe Clinic 
in Chicago, said: 

“The more flexible a child’s shoe 
is from the ball forward, the more 
active his foot and entire body can 
be. Our best shoes are often far 


too stiff. Many manufacturers are 
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working on that problem. Observa- 
tions of active children show that 
few of them have the foot freedom 
they should have because of the 
stiffness of the soles. Yet, in flexi- 
bility, guard against any sole that 
allows a rocker bottom—rolling 
from side to side. 

“Retailers are aware that one of 
the greatest difficulties which will 
be overcome by united effort by 
those selling and producing quality 
merchandise is that of the sizes of 
shoes according to measurements. 
For instance, a size 7E may be a 
whole size longer than a size 
7AAAA because of last grading in 
individual sizes. Also we are aware 
that in misses’ lasts, they may be 
on the stick, over the stick, or un- 
der the stick. In measuring a foot 
with standardized sticks one may 
misfit in length even if they follow 
the usual practice of putting on a 
13144 when the foot measures 13 
and allowing that 1% size to take 
care of the probable growth in the 
next two or three months. Accord- 
ing to the needed width one must 
judge the neded length. A 7 is not 
a 7 in various widths and few fitters 
have that information. Then, too, 
lasts from the same factories run 
differently because the models are 
made by different last model mak- 
ers, and the models from which 
gradings are made may be on the 
stick, or over the stick, in their 


length.” 


EN public life as in shoe life, 
Frank E. Ballou plays a part. 

He was reelected chairman of the 
Retail Trade Board of Providence, 
R. I., for 1939 at an organization 
meeting of the board of directors. 
Mr. Ballou automatically becomes 
second vice-president of the Cham- 
ber of Commerce, with which the 
Retail Trade Board is affiliated. 


ERUTH HAMILTON KERR, style 
analyst of the Calf Tanners’ Asso- 
ciation, New York, said at the 28th 
Annual Convention of the National 
Retail Dry Goods Association, 
“Two important color influences 
this year—l. Colors related to or 
influenced by yellow—the sun cult, 
the sun-tan trend. 2. Colors related 


* * * 


to or influenced by the violet and 
red violet or cyclamen family. One 
is the daylight group, the volume 
carry-over group, the other might 
be termed the artificial lamplight 
group. How these two color in- 
fluences play their part in 1. Cos- 
metics (sun-tan with yellow reds, 
versus the red violet and cyclamen). 
2. Accessories, and coordination of 


accessories.” 
* * * 


A DUTCH QUARTETTE of Last 


Masters includes “Joe” McNamara, 
“Abe” Lincoln and “Bill” Nowack 
—popular sales trio of Krentler 
Bros. Co.—who are back in St. 
Louis after a week’s attendance at a 
sales meeting in Chicago. These 
three representatives with “Gene” 
Walsh, St. Louis manager, form a 
quartette which has been a busy 
one, during the past several months, 
supplying the Last needs of the St. 
Louis district. All are very opti- 
mistic over the prospects for St. 
Louis business in the immediate fu- 
ture and see a decided “Dutch” 
influence in lasts, both men’s and 
women’s—for the coming season. 
* * . 


C. 1. BURTANGER, Sales Pro. 
Mgr., The Rike-Kumler Company, 
Dayton, Ohio, tells: “Webster says, 
‘Personality is that which dis- 
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tinguishes and characterizes.’ If that 
is the case, your store, whether you 
employ three or three thousand, has 
a personality of its own. You might 
not recognize it, but your customers 
will. They like to shop at your store 
because of that intangible some- 
thing about it that attracts them... 

“John Wanamaker used to stand 
inside the door of his store greeting 
people as they came in and thank- 
ing them as they went out. Inciden- 
tally, did you know that John 
Wanamaker started one of the first 
chains of stores in the country. In 
1872 he opened stores in Pitts- 
burgh, Baltimore, Richmond, Mem- 
phis, St. Louis and Louisville, but 
he soon sold them. When asked 
why, he said ‘Because I could not 
bring myself to have a store that I 
could not personally supervise.’ 
John Wanamaker, recognizing the 
human interest in store-keeping, 
said ‘Let us understand the real 
thing—that it is not the building 
that makes the business, it is not the 
merchandising, it is the people.’ 

“Many specialty shops today 
have capitalized on this personal 
attention to the customer, and their 
success is due to the informal, inti- 
mate atmosphere which they create 
to attract customers.” 








“All right. Throw me out—but give me my sample shoes. | gotta walk home.” 





“a 


THIS year Paris styles celebrate the 300th anniversary of the 
reign of Louis XIV by a lavish luxury in fashions which is re- 
flected in everything from hats to shoes. 

In the latter, the heel is the new focus of style interest. The 
backward heel is coming forward with a rush in patterns for 
Spring. Heels are being played up in a big way, and the move- 
ment is growing. 

Everything conceivable having been done for toes, it is logical 
for the interest to swerve, and backward is the only direction the 
swerving could take. This gives heels their place in the sun, and 
they are taking to it like ducks to water. 


Q 
The opening wedge was probably the heel of that name. Paris 
likes it and Paris bootmakers have found it to be a windfall. But 
Perugia’s draped heel has given a later and different slant to 
heel design, and stimulated the interest enormously. 
Odd shapes for heels are seen in models designed by Joseph 


Casale, also by Cedric, where triangle forms are suggested through 
a wide top and narrow base. Casale’s model sketched is a resort 

Gives New SLANT type; Cedric’s a fancy satin bottine to wear with evening suits or 
dinner dress. 

To i EEL x e ee Appliqué trimmings for heels, once striking, are now only the 
usual thing in models that carry trimmings at all. Back lacings 
are being used in all kinds of footwear of Paris designing. They 
appear as often in evening boots as in beach models. 





Another striking tendency in the Spring models is the high 
front. This is a feature associated with Winter styles which might 
be expected to fall off with Winter’s passing. Paris, however, is 
not dropping the montant front. Enzel’s sports models and after- 
noon sandal are both high, and linen beach and resort models 
aspire to unusual height this season. 

Among exclusive styles in Paris last year, were the moccasin 
type, lace-across sandals favored by some of the leading socialites 
of the French capital. A more general demand for this style may 

by be expected, a popular appreciation. The cothurne linen sandal of 
ALICE MAXWELL APPO Casale is typical, and an adaptation for town wear is seen in the 
Paris Fashion Editor linen model of Enzel. 

Thick soles are carrying on moderately but almost entirely for 


evening, except in felt-soled boudoir styles and in cork-soled 
beach wear. 


J 
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Stgles in Shoes Are as Picturesque and Gorgeous 
as the Fashions of the Sun King. Louis XIV 





Ciré figured black satin makes this 

Cedric bottine, a four-button model 

for less formal evening wear, em- 

phasizing the triangular form in heel 

shape and arch. A plain leather ap- 
pliqué backs the heel. 


For resort wear, Joseph Casale makes 
this model in perforated yellow leather, 
with high front, self-tied draping of 


yellow linen. The two-color heel, yel- 
low and brown, has an original shape. 


The dressy afternoon san- 
dal, left is shown by Enzel 
in green antelope combined 
with patent leather in a 
darker shade of green. It is 
also featured in black ante- 
lope with black patent. Note 
the forward movement at the 
instep, and the platform sug- 
gestion in the patent leather. 


Town sandal in natural colored heavy 
linen trimmed and tied with black 
box calf. The medium low heel is box 
calf covered. New Spring model from 


Beach sandal in bright blue linen, 
laced up in late 18th Century fashion, 
a cork sole shaped to 


Spectator sports 
shoe Enzel shows 


The heel gets first attention in this 

beach sandal of tanagra red linen, 

laced across a wide-open back with 

red-stitched white leather. The front is 

high, the toe-opening triangle shaped, 

and the sole cork. One of Credric’s 
new designs. 


in dark red velvet 
calf, with perfor- 
ated tongue and 
vamp. The trim- 
ming consists of 
narrow white 
leather bands in 
parallel rows and 
over-and-over treat- 
ment on the welt, 





vamp in patent leather, a Spring 

must” for girls of all ages. Green. The 
‘ord, a favorite for the smallest, as 

biggest, s and girls. Roberts, 

Rand. C 's golden brown alli- 

p with light tan calf 

en-Ik” from Gilbert. 


by ELEANOR RUTLEDGE 





Above left: Smart styles for little boys 

and girls on the runway at the Penn- 

sylvania Hotel. Photo by Lilo Maier. 
Courtesy of “Parents’ Magazine.” 


Green suede with rust touches in 
welt trimming and laces in smart 
crepe-soled sport pattern. Walkin. 
Dainty Summer sandal, suggesting 
mesh cloth in all-over cutouts. 
Billiken. Classic patent strap san- 
dal. A “Propr-Bilt” from O’Don- 
nel. Light tan calf gore pump with 
alligator calf trim. A “Kali-Sten- 
Ik” from Gilbert. 








Gay Spring Season in Boys’ and Girls: 
Readg-to- Wear Gives Shoe Merchants Big 


Chanee te Promote More Colors in Shoes 


COLOR—color and silhouette—were the twin theme 
songs of the “Children’s Spring Fashion Show and 
Clinic” presented by “Parents’ Magazine” during the 
recent Convention of the National Retail Dry Goods 
Association at the Pennsylvania Hotel in New York. 
Ably conducted and explained by Mrs. Betty Green of 
“Parents’ Magazine,” this show gave a very complete 
picture of the styles, fabrics and colors which the well- 
dressed boy and girl of every age will be wearing this 
coming Spring and Summer. Although more emphasis 
was placed on the fashion for girls, a wide range of 
boys’ Summer clothes—chiefly sport types—was also 
shown. In these, as in the girls’ costumes, a variety of 
colors was stressed. The leading colors for boys were 
tan, several shades of blue including aqua, coral shades 
and green. The gayer colors were, of course, in shorts, 
shirts and slacks—typical Summer sports costumes. 

In the girls’ groups these shades were repeatedly 
shown on the runway: mauve and purple (the season’s 
promotional shades), pink and rose, peacock and Light 
Teal (the green-blue family), other blues and yellow. 
With the increase in these high shades, a fifteen per 
cent drop in navy was predicted. 

A combination of colors in one fabric as, for instance, 
a plaid, a check or a stripe, is very important this sea- 
son. In these weaves we saw brown and white, red and 
green, aqua and red and pink and brown combined. 
Tweeds were shown in pinks, purples, yellows, tans and 
multi-colors. 

Besides fabric weaves combining two or more colors, 
costumes with contrasting colors in jacket and skirt, for 
example, were strongly stressed, the jacket often shown 
in a plaid or check and the skirt in a monotone. Navy 
skirts with jackets of this sort were very important. 
Even little girls are wearing these suits. 

_ In coats, covert cloth will be very smart this Spring 
blue and rose, fuchsia and cyclamen, as well as the 
light tan. 

‘For wash dresses spun rayon was cited as good for 
oth tailored and dressy types. And here again color 
lan riot—blue, rose, pink, purple, yellow and tan. 

And all this means good business to the shoe retailer 
he knows how to take advantage of this season of 
or. Buy your tans and black and white, of course, 
. after that, use your imagination a little and buy 
blue and rusts in both formal and casual and some 
7 in sport and casual types. Buy all-white for 

Sport and dress, but also white with blue or rust or red 
trimming, as well as tan. And see that you have stocked 
Some woven patterns in natural leather. 

__ When you are buying for the growing girl, especially, 
think of the colorful plaids, checks and stripes she will 
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Youthful models show Big and 

Little Sister styles for Spring at YW 

the “Parents’ Magazine” Fashion Show. Photo: 
International News. 


be wearing in a few weeks. Buy her a blue shoe—navy 
or slightly lighter—with a contrasting platform and 
trimming. Find a blue shoe that will be just right with 
her purples and mauves and pinks. Don’t get just a 
plain green shoe; find a green shoe with a touch of 
rust in lacing and welt trim (like the one in the photo- 

[TURN TO PAGE 46, PLEASE] 


Left to right: Smart spectator pump in white suede 
with smooth tan calf tip, fox and tailored bow for the 
growing girl. (Built-up leather heel.) Green. Tailored 
calf sandal, a charming style for misses and growing 
girls in blue, Burgundy or Japonica. Walkin. Sandal- 
ized T-strap in blue reptile print, just 
right for the new Spring tweeds. Julius 
Altschul. Girl’s elk sport oxford. 
Note style details in walled last, woven 
trimming and natural color. 
Endicott Johnson. 


















































EACH 


THE question, “Have you anything cheaper for 
Johnny?” always gets “No” for an answer at the Gots- 
kind Juvenile Shoe Store at 5607 W. Madison Street, 
Chicago. And it’s seldom that the question is asked, for 
there is only one price and one quality there, and the 
customers know it. They know it so well, in fact, that 
they are much more likely to ask, “Do you think 
Johnny needs a larger size yet?” “Is it safe for Mary 
to wear these shoes any longer?” or “Is it all right for 
baby Joan to walk in these?” 

Saul Gotskind, who answers all these questions and 
who has become a confidant of many a family on the 
West side of Chicago, was formerly manager of the 
basement juvenile shoe section of Carson Pirie Scott & 
Co. Five years ago he started his own store at the 
present location on the premise that if you get parents 
out of the shopping habit and into the buying policy 
when it comes to children’s shoes, they will become 
good and dependable customers. 

Therefore, a single-price policy for each price range 
has formed the basis of his operation. Aiming chiefly 
at the upper middle price group, the range runs from 
$3, starting with the infant group, up to $7.50, covering 
the boys’ and growing girls’ range. 

“Thus,” Mr. Gotskind explains, “because our cus- 





KEEPS CASE HISTORY 
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OF 
CHILD CUSTOMER 


tomers know there is no choice of price, their primary 
concern is to secure the right shoes. Price becomes 
secondary to them and fit and quality come first. When 
recommending us to their friends they say, “You can 
count on spending at Gotskind’s but you get 
value for your money.’ The regular customers know 
what our prices are and they come in prepared to pay 
our price, so that the cost of the shoe is seldom men- 
tioned until the end of the transaction, when they pay 
the bill. With the barrier of price resistance out of 
the way, we can easily and intelligently talk proper fit 
and care of the feet, our chief point of service.” 

A shoe that does not fit is not sold, for it is Mr. 
Gotskind’s theory that it is better in the rare instances 
that a shoe is not in stock to run the risk of losing 
one sale than to fit a foot incorrectly and lose one cus- 
tomer and perhaps a dozen or more sales. The stock 
covers every size made, even to the smallest and narrow- 
est of infant’s shoes. If, as occasionally happens, he is 
temporarily out of a size, the shoe is ordered and nine 
time out of ten the customer waits. 

The store carries no branded lines, since all are made 
to order and bear the name of the store, this being con- 
sidered an important point in the advertising policy. 

Because all emphasis is placed on correct fitting and 
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How a Successful Juvenile Shoe Shop in Chi- 


cago Has Cleared the Price Hurdle Through a 
Single Price Policy and Caused Parents to Make 
Foot Needs of Their Children the First Con- 


sideration when Buying Boys’ and Girls’ Shoes 


“Has Mary outgrown her shoes?” The 
X-ray machine gives the answer at the 
Gotskind store. 


proper care of the child’s feet, Mr. Gotskind makes this 
a part of his selling program, explaining it in detail to 
the parent or parents as he fits each child. The X-Ray 
machine is used at each fitting. When the child first 
enters the store and before he removes his old shoes, 
his feet are examined by the machine, so that the need 
or (even the lack of need) of another size of shoes, can 
be pointed out to the parent. So confident are his cus- 
tomers in him that they make regular visits to the store 
merely to find out if their youngsters need another pair 


of shoes. This has become a habit with most of the 

customers, even when shoes are only slightly worn. 
After new shoes are fitted, a second trip is made to 
the X-Ray and again the parents are urged to inspect 
the fitting, so that they can see for themselves the 
change in the position of the foot. The pedograph is 
also used and explained fully to the parents, so that they 
will understand should corrective shoes be recom- 
mended. With this method followed at each sale, the 
[TURN TO PAGE 32, PLEASE] 
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NEW TASKS for 


Problems Confronting the Leather and Shoe 


Manufacturing Industries in the Light of Pre- 
vailing Tendencies toward Mass Distribution 
and Concentrated Buying Power, as Discussed 


by Tanners Council Executive in a Recent Ad- 


dress before the Boston Boot and Shoe Club. 


MERRILL A. WATSON 


AN average of almost 400 million pairs of shoes have 
been made each year in the last four years. About that 
many shoes have been sold at retail each year, including 
1938. The maximum fluctuation in annual output dur- 
ing this period was only eight per cent. From these 
figures one might infer that the production of shoes and 
of leather were almost depression-proof industries, that 
the stability of demand was synonymous with stable 
operations, that demand was filled at a reasonable re- 
turn to all related branches of the industry. We know 
that is not the case. 

In these industries with their unusual stability of 
consumer demand, recent years have seen what appears 
to be an increasing instability in the price structure. 
This has brought about a succession of speculative buy- 
ing movements, sharp reversals in sentiment, rising and 
falling inventories. 

If the net result of these ups and downs was merely 
added trouble and worry for management, they might 
not be worth discussing. But these price changes in 
the shoe and leather business have not only affected 
volume but profoundly affected profit and loss as well. 
In an industry as competitive as shoes today small 
speculative advantages in raw material seem vitally im- 
portant. A rising market or prospects of a rising mar- 
ket become the signal for intensified buying of leather 
and shoes. Inevitably buying halts when customers’ 
inventories are swollen beyond their actual require- 
ments. Then prices decline, and the incentive behind 
the buying movement—which is price appreciation—is 
usually defeated. These shocks have affected the oper- 


ating statements of tanners, shoe manufacturers, re- 
tailers, as direct proportions to their holdings of in- 
ventory. 

No industry can persistently operate in such roller 
coaster fashion without assuming definite economic 
losses. In the shoe and leather industries the tanners 
have borne the brunt of such loss, but manufacturers 
have not been immune. As a matter of fact, for several 
reasons I want to touch on later, manufacturers are 
probably assuming an increased proportion of the loss 
resulting from erratic and frequent fluctuations in 
markets. 

To my mind one of the vital tasks of management in 
this industry is to eliminate the succession of artificial 
inflations of demand for leather and shoes, the abnormal 
stimulation of production, with its consequent periods 
of dullness and price decline. 


BBECAUSE so many aspects of their businesses are dif- 
ferent, because they are on different sides of the coun- 
ter, tanners and shoe men must view the problem of 
instability from different angles. Ye both can agree 
that, like that famous preacher, “they are agin it.” 
From the manufacturer’s point of view the case is 
summed up in the comment of a certain operator who 
had observed that over a period of time the leather 
buyer who tried to hit all the bottoms, to cover ahead 
at the lows, did not do as well as the buyer who steadily 
took leather as he needed it. I can’t vouch for this 
story, but if leather buying entails the same risks as 
the purchase of most commodities, I suspect that many 





BOOT anno SHOE RECORDER, February 4, 1939 


MANAGEMENT 


leather buyers can save headaches and money Specu- 
lative profits of this type are best realized on paper. 
Someone has said recently that with the shoe manufac- 
turer of tomorrow guess-work and indiscriminate buy- 
ing of materials will be out. 

The tanner is presented with two problems by this 
fluctuation in market activity. First the problem of in- 
ventory control, and second the task of fitting mer- 
chandising policies to the peculiar nature of leather 
demand. By the nature of his business the tanner must 
carry a substantial inventory. But risks should be 
made proportionate to prices. An inventory of 100,000 
units of hides or skins at 8c. a pound may be extremely 
conservative, but the same inventory at 16c. may be dan- 
gerously speculative. In view of the tremendous impor- 
tance of inventory losses in the tanning industry in 
the last 15 years, it is amazing that the industry as a 
whole have made little progress in inventory control. 


WHETHER one controls inventory by total dollar in- 
vestment, or by units in terms of the price level, is more 
or less immaterial as long as the risks are reduced with 


a rising price level. 
by tanners constantly along this line, and in conjunction 
with the use of futures market. The experience of sev- 
eral tanners during the past few years has established 
some technique which seems to offer real hope in reduc- 
ing inventory risks. 

Upper leather tanners have in addition to the risks 
of the price cycle the risks of style cycles to plague 
them. Even side leather tanners now make well over 
100 colors. The problems of inventory control in the 
field today are not far different than in any other highly 
styled field such as textiles. 

The tanner’s additional task, in view of the unstable 
price structure and the high degree of fluctuation in 
orders for leather, is a better control of sales. In the 
last two years we have seen periods where orders may 
drop 80 per cent or increase from 4 to 5 times from 
one month to the next. If the tanner’s customers choose 
to buy in this erratic fashion the tanner must adjust 
his merchandising policy accordingly. He must be 
content to build inventories while his customers digest 
a hearty meal. He cannot expect to keep loading them 
up regardless of the rate of actual leather consumption. 
While the leather is being consumed tanners must 

[TURN TO PAGE 36, PLEASE] 


New experiments are being made 


by 
MERRILL A. WATSON 


Executive Vice-President 
Tanners Council of America 





TRADE TRENDS and PRICE PROBLEMS 


As Highlighted by Mr. Watson in His Boston Speech 


* a 7 


“In these industries (shoes and leather) with their 
unusual stability of consumer demand, recent years have 
seen what appears to be an increasing instability in the 


price structure.” 
* a . 


“These price changes in the shoe and leather business 
have not only affected volume but profoundly affected 


profit and loss as well.” 
a . o 


“To my mind, one of the vital tasks of management 
in this industry is to eliminate the succession of artificial 
inflations of demand for leather and shoes, the abnormal 
stimulation of production, with its consequent periods 
of dullness and price decline.” 


- ” 7 


“Apparently, costs do not make prices in the shoe 
industry but prices determine costs.” 
. . 7 
“The growth of mass distribution and concentrated 
buying power has without question lowered the cost of 
distribution and given the consumer lower prices. But 
it has brought with it problems of tremendous import 
to the supplying trades.” 
” 


“In 1929 the average wholesale shoe price was $2.57. 
By 1933 it dropped to $1.57, and after five years, with 
the raw material cost basis, with labor costs substan- 
tially above the 1933 point, the average wholesale shoe 
price has made a remarkable advance to $1.72.” 

a °. . 


“For management in the tanning industry, the most 
important task today is learning how to capitalize the 
limitations of their market. The industry cannot supply 
leather at less than cost indefinitely; it must call a halt 
to its charitable merchandising, not only for its own 
sake but for the sake of its customers.” 

* . * 


“But the (shoe) manufacturer, to retain any profit 
margin, must be able to sell goods at a price based on 
costs, instead of accepting a price into which costs will 


be squeezed.” 





Me bias 
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OUTLOOK 


The Clearanee Has Lost Its Bite 


WOU get what you pay for—no more no less! In this 
line of ten words we have given food for thought to 
shoe men everywhere. We would like to see these ten 
words on a window card in every good shoe store in 
the United States and in every good advertisement in 
the United States. And when we say “good” we mean 
good—in the sense of good ethics, good values, good 
practice and good will. There is a trend in advertising 
and promotion and in the sale of goods that implies the 
miracle that “in this store you get more than your 
money’s worth; and please, Dear Public, give thanks 
for us, who confer upon you our magnanimous favors 
due to our exceptional brightness and the dedication of 
our lives and service to giving you something for 
nothing.” 

No, Dear Public, you don’t get any more than what 
you pay for, anywhere, any time. If it is a shoe clear- 
ance, it is not worth any more than what you pay. The 
real measure of value is “what will it bring, when.” 

Believe it or not, the public isn’t as dumb as the ad 
writer thinks. It tries to get its money’s worth and 
knows that on the average, in season, it is profitable to 
the consumer to buy regular goods in regular sizes, 
with regular service. When the clearance season comes 
around, it knows that left-overs, wrong buys, etc., re- 
veal shoes at a lower price and that they are lucky (if 
they can invest the time and patience) in the purchase 
of shoes, and they are doubly lucky if the size is right. 
The public knows that it doesn’t get any more satisfac- 
tion out of clearance shoes for the price. But the pub- 
lic is always willing to gamble. It will take a chance 
and if it gets the bad end of the bargain, it says, in the 
old Indian manner: “Fool me once, shame on you. Fool 
’ me twice, shame on me.” And the public doesn’t go 
back to that store again. 

Even in the cancellation store racket, the public that 
goes therein take it for granted that they are going to 
be gypped and yet they want to pit their wits against 
the store in the hopes that they can get a thrill or a 
satisfaction out of saying: “See what a smart girl am I.” 

I think it would be a terrible world if all the hazards 
and all the thrills were taken out of shopping. That’s 
the reason why we have bargain sales. Because every- 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


one believes they are a little bit smarter and can make 
their dollar go a little bit farther. 

Something sure happened to the clearance season of 
January, 1939. Stores have been shouting wolf, wolf 
so long that the public has caught up with them. Now 
the public wants what it wants when it wants it and 
will take none other. Many stores have found that they 
cannot clear regular stocks—much less the special stock 
that was shoved onto the shelves to slip on to the public 
at the clearance price. Significant indeed is the fact 
that the American public is a bit brighter this year and 
it may indicate significant changes in the pattern of 
regular selling versus clearance selling. It stands to 
reason that the public is not fooled by a clearance sign 
when a store carries that sign eight months in the year 
in its window and in its service. 

We have been watching retailing from the consumer’s 
seat, with particular interest, in the past fourteen months 
because we see a change of viewpoint. The merchant 
who has his store at the end of a funnel, the big end 
of which is in the factory somewhere and the little end 
pouring out shoes pair by pair, is beginning to think 
that maybe he ought to turn the funnel around and let 
the voice of the public be heard in their store. 

Kenneth Goode boiled it down to this: “Find out 
what the public wants. Make and sell more of them. 
Find out what the public doesn’t want. Make and sell 
less of them.” 

When the public gets wise to the fact that you get 
what you pay for, no more no less, it is in a position 
to appraise real values in shoes. The public can get 
enormous delight from the purchase of new and won- 
derful shoes. Actually the public gets stale satisfaction 
out of buying clearance shoes that are discontinued 
styles approximately the sizes wanted and bought in a 
bargain mood. There is a pocketful of thrills ahead for 
the American public in the new shoes for Spring and 
Summer and lucky the store that knows how to sell 
style, suggest color and carry the glamor from the fit- 
ting stool to the final wearing. 
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A STRAIGHT LINE 


TO YOUR SUCCESS 





SECRET 

















fi eS 





SUCCESS 





BALANCED BUDGET—An operating budget 
based on anticipated income, and a monthly 
operating statement prepared from daily rec- 
ords, gives the banker as well as the manufac- 
turer a true picture of the business and helps 
the retailer’s credit standing. 


BALANCED STOCK — Perpetual inventories 
carefully kept and checked before buying keeps 
down inactive stocks. Record of income, mark- 
up and markdown of the various staple and 
style groups, shows where the real profit is 
being made. Every successful store must have 


a well established line of orthopedic shoes for 
Men, Women and Children, which will defi- 
nitely give comfort and relief to those people 
who have real foot trouble. 


BALANCED PROMOTION—Use of a number 
of carefully selected promotional ideas that are 
designed to attract several different buying 
groups and do a definite job, rather than great 
concentration on one promotional program that 
is inflexible and cannot be changed if found 
unprofitable or unproductive. Promotion must 
absolutely follow a fixed budget plan. 


The Musebeck Shoe Company goes beyond the manujfacturer’s regular obligation of 


delivering just a pair of shoes to the retailer. 


Constant research is maintained which 


for and outlines the way to a BALANCED performance and SUCCESSFUL opera- 
tion for the Health Spot Shoe Dealer. There are many towns available where the right 
dealer has a splendid opportunity to build a profitable business with Health Spot 


Shoes. Write today for full information. 


[fo /p 4s 0 RY Ni limpany 


THE MOST COMPLETE LINE OF CORRECTIVE SHOES IN AMERICA FOR MEN, WOMEN AND CHILDREN 





BOOT anv SHOE RECORDER, February 4, 1939 


Pian now for a geod start March 6 to 
I2 and continuous selling through the 
period ending Easter, April 9th 


National Children’s Week 
March 6-12 

First united compaign to interest all stores—shoes 
included. 
Plan your week NOW. 
Increase stock and sizes. 
Prepare window display. 
Write ad copy. 
Go over mailing list. 
Capture the imagination of children with new ideas. 
Show pictures of children. 
Hold store meeting and instruct clerks. 


Combat “over-the-counter” selling with “professional” 
fitting service. 


Join other stores in promoting Children’s Week unity. 


MAKE CHILDREN’S WEEK 


A NATIONAL PROMOTION 


N OW is the time for the retailers of children’s shoes 
to wake up. Prepare now for National Children’s Week. 
Take advantage of the united campaign of all the manu- 
facturers of children’s goods. Plan now to get on the 
band wagon. Why? 

The scientifically raised baby is becoming a reality 
in America. The baby whose mother’s affection is sup- 
plimented by scientific feeding, care and clothing is 
helped to become a stronger, more healthy adult. Can 
shoes also play a part in this progress? For the mother, 
the doctor and the psychologist it is a hard job, a year 
’round, day and night job. 

It is also a job that now necessitates the fullest co- 
operation of manufacturers and retailers catering to 
children’s needs. 

Prepare now for National Children’s Week. 

National Children’s Week (March 6-12) grew out of 
just such a need for mutual cooperation. 

There is a desire on the part of manufacturers and 
retailers of children’s merchandise (clothing, shoes, 
toys, and the like) to enlist the aid of education in dis- 
covering how children’s needs may be more adequately 
met through the things they make and sell for children. 

Children’s Week is a good time to inform parents 
(particularly mothers) more fully of the progress manu- 
facturers and retailers have already accomplished in 


making available merchandise designed to meet their 
children’s needs. 

Doctors have made great progress in scientific feed- 
ing of babies with a diet that assures strong, healthy 
bodies. But much of this progress is going to be thrown 
out the window if mothers are going to buy shoes for 
babies “across the counter”-without fitting. The foot 
is the foundation of the human structure and in child- 
hood it should be of major interest and cared for during 
the formative years. 

Prepare now for National Children’s Week. 

It is imperative that shoe merchants actively co- 
operate in National Children’s Week—to educate 
mothers that the program of scientific feeding and cloth- 
ing needs the further consideration of correct and pro- 
tective children’s footwear. 

A leading New York group of shoe stores, specializing 
in children’s footwear, have proved that if mothers are 
educated to proper footwear and fitting of their babies 
they are customers for life. 

These stores have no fears of “across the counter” 
shoe sales—for their fitting is based on sound knowl- 
edge of the foot, the age of the baby and his weight. 
Definite proof of mothers’ confidence in their service 
(not based on price) is shown in the line of waiting 
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NATURAL BRIDGE SHOEMAKERS 


LYNCHBURG, VIRGINIA 





The sheen of black patent 


and the variety of colors 
in kidskin give accent. to 
the neutral tones, beige 
and gray, which with navy 
and black, of course, make 


up Spring suit volume. 
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National Children’s Week 


Now is the time for retailers to 
prepare for an active and profitable 
Children’s Week—March 6-12th. 

The National Children’s Week 
Headquarters, 225 West 34th Street, 
New York, will provide you with 
posters, stickers, and promotional ma- 
terial. 

They also have a radio skit called 
“The Road Ahead for Children” 
which is available free to interested 
groups. 

a * * 

“Nothing can take the place of 
quality.” 

(Edward Henry, Ltd.) 
—O.P.1.— 


A New Customer Is Born 
Every Minute 


The Park-Brannock Shoe Store, 
Syracuse, New York, has evolved a 
plan to contact every potential child 
customer. 

From the register of births they 
obtain the name and address of every 
child born in Syracuse. Then a map 
of the city is consulted in order to 
include in their records those children 
who would definitely be potential cus- 
tomers of the store. Then they send 
that child a gift. 

“Three weeks later,” says Charles 
W. Brannock, “we follow it up with 
a letter and the letter is also ad- 
dressed direct to the child. Of 
course we don’t know the child’s 
given name so we simply address the 
package and the letter to ‘Baby 
Smith’ or ‘Baby Jones’ and so forth.” 

When they moved into their new 
store Mr. Brannock says, “We made 
the mistake of trying to merchandise 


by JOHN F. W. ANDERSON 


our children’s stockings at the regular 
hosiery counter on the main floor, 
while our children’s shoe department 
was located on the second floor. As 
a result the customer would usually 
go out of the store instead of stopping 
at the main floor hosiery department 
for children’s socks and stockings.” 

So they decided to locate a chil- 
dren’s hosiery counter adjacent to 
their children’s department on the 
second floor. Where to locate it was 
a problem as they didn’t want to cut 
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listen! she's wearing 
her “clops” 
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You can actually hear these Spring 
shoes coming 


into their beautiful new wall fixtures. 
So they created a four-sided hosiery 
bar at the entrance of the department. 

“We find now that the sales people 
can easily suggest to the customer 
socks or stockings after the purchase 
of shoes has been made, and that in 
order to leave the children’s shoe de- 
partment to go out of the store they 
must pass this island.” 


_ * + 
“Made to fit with liquid smoothness 
—on lasts that seem to be made just 


for you.” 
(A. S. Beck, Newark, N. J.) 


—O.P.1— 


For Foot Preservation 


Research by retailers and pediat- 
rists in Wisconsin has discovered a 
tremendous increase in the weakening 
of arches of children from the pre- 
kindergarten age up. 

It has been found that the soundest 
remedy is going barefoot providing 
you don’t go barefoot on cement 
walks and in the cement floored play- 
rooms of these modern homes. 

In Wisconsin, as a result of this 
study, a number of schools have in- 
stalled sand play boxes where the 
children can go barefoot and play 
games and take special foot exercises. 

In fact in Two Rivers, the PWA 
is building the first football field with 
sand and they are going to play foot- 
ball barefoot in the sand as they do 
in the Philippines—to save feet rather 
than wreck them in football games. 

* * + 


“If all the world is a stage, then 
it behooves one to dress with all the 
assurance of a leading character.” 

(Wetzel, New York.) 
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BEST IDEA OF THE WEEK 


WHAT DOES A BABY WEIGH—i.c. FITTING PROBLEM 


(A.0.E.Johnson, India-Walk 
O. P. Ideator—“What do you mean by that window 
sign of yours, ‘The Stepping Stones to Comfort’?” 
Mr. Johnson—“T’ve been fitting children’s shoes for 
thirty years and have evolved a logical progressive 
system of fitting children’s shoes to keep step with 
the growth and development of children’s feet.” 

O. P. Ideator—*What do you mean?” 

Mr. Johnson—“Well, in the first place, let’s con- 
sider the baby’s foot. The infant in arms has a soft 
undeveloped foot. At the age of six months when the 
baby begins to crawl we put a soft-soled shoe on him. 
This protects his foot from injury but doesn’t hinder 
its natural growth. When he begins to take his first 
step we put a little heavier shoe on him to protect 
his foot still more but allow free exercise and strength- 
ening of the foot muscles. At around 18 months when 
the baby is running actively we give him a heavier- 
soled shoe which gives support to his ankles—this 
shoe protects his foot from hard floors and pavements.” 

O. P. Ideator—*“Those are very logical ‘stepping 


,” 


stones to comfort’. 


Mr. Johnson—“Yes, we fit according to measure- 
ments, age and weight.” 


O. P. Ideator—‘“Is weight an important factor?.” 


Mr. Johnson—“Yes, we have discovered that it is 
one of the most important considerations. Suppose 
a year and a half, eighteen pound baby is brought 
in—he is probably an active baby and we would fit 
him to a normal sturdy shoe. But suppose a year and 
a half, twenty-eight pound baby is brought in—by 
age you would ordinarily fit him to a sturdy shoe but 
in his case we have found that weight is a more im- 
portant consideration. He is overweight and probably 


Footwear Store, Brooklyn) 

has not been very active so we fit him to a light-soled 
shoe with adequate ankle support. Thus when he is 
taking his steps he is not hindered by a heavier shoe 
meant for an active baby, but has a light shoe with a 
light sole which allows his feet to get a more firm grip 
—he thus has more confidence in his step, his foot 
muscles can develop properly, and he learns to run 
much sooner. 

“We also do the same thing for babies who have 
been sick. We have found that when a baby has been 
sick in bed for only as short a period as three weeks, 
the muscles of his feet relax and let down on foot 
support. When he starts walking, his feet, if not 
properly cared for, will develop permanent injury 
which can never be corrected.” 


O. P. Ideator—“What do you suggest to prevent 
this?” 


Mr. Johnson—“The mother, under a doctor’s super- 
vision, should massage the baby’s leg and foot muscles 
for several days before the baby is up and around 
again. When he starts walking he should be limited 
to a few hours each day to gradually strengthen the 
muscles to hold the foot in normal shape. He should 
have a light, free action shoe to start with and in three 
months or so progress to a heavier shoe.” 


O. P. Ideator—“I think that’s the soundest theory 
and practice for children’s shoe fitting that I have 
ever heard. Has it paid dividends?” 


Mr. Johnson—“Look at the number of customers 
we have. On Saturday afternoons we have such a 
crowd that we actually have to issue number cards, 
and call out the customers in turn from the waiting 
list.” 








—O.P.1.— 


Fitting Contented Children 


Merchants agree that the place- 
ment of the Children’s Shoe Depart- 
ment in any store has a great deal 
to do with buying psychology. The 
department should be so placed that 
children are not in the way and say, 
“I want to go home” after they have 
been in the store five minutes. The 
atmosphere should create confidence 
and prevent mothers from becoming 
nervous and eager to have the buying 
of shoes over and get their children 
home. Play things such as dolls, 
teddy bears, mechanical gadgets, and 
moving displays, hold their interest 
while they are waiting for service or 
having shoes fitted. It is the job of 
the retailer to make children enjoy 


coming into their store and to win 
the mother's confidence in his com- 
plete ability to take care of her 
child’s needs. 


—O.P.1— 


Here are a few ad phrase sugges- 
tions for your CHILDREN’S WEEK 
advertising, displays and merchandis- 
ing: 

“Special for Children’s Week” 

“Savings for babies—here and ex- 
pected” 

“Get them ready for Spring” 

“Have baby ready for Spring after- 
neon strolls” 

“Boons for 
pocketbook” 


“Twinsurance” 


baby—and parental 


“Spring things for little boys and 
girls” 

“We're going 
Easter” 

“Spring needs for babies and young 
toddlers” 

“Getting baby ready for Spring” 

“Rhapsody in Spring” 

“Annual Spring drive for 
born babies” 

“For growing teens with full-grown 
ideas” 

“Small girl shoes at good small 
prices” 

“Big sister, 
sister” 

“Our little sister shop is ready for 
Spring” 

“In Spring a young girl’s Fancy” 

“Outfitting the pigtail crowd” 


to dress up for 


new- 


little sister, middle 





[30] 


EXPECT BIG MIDDLE ATLANTIC SHOW 


Dates for Annual Business Conference and 
Exhibition, to Be Held February 12-14 at Bal- 
timore, Were Chosen to Afford Merchants 
an Opportunity to Select the Shoes They 


Will Need for Easter and Later Spring Selling 


BDATES for the annual business conference and ex- 
hibition of the Middle Atlantic Shoe Retailers Associa- 
tion, to be held Sunday, Monday and Tuesday, February 
12, 13 and 14, at the Lord Baltimore Hotel, Baltimore, 
were chosen with a view to giving retailers an oppor- 
tunity to select styles and place orders for Easter 
footwear, as well as the shoes that will be needed for 
the Spring selling period after Easter, including whites. 

Never before, according to Secretary Cal J. Mensch, 
did the list of exhibitors include so many diversified 
lines of merchandise. Here, with more than 200 ex- 
hibit rooms, retailers will be privileged to inspect foot- 
wear of all types, such as wooden shoes, work shoes, 
slippers, children’s, boys’ and all types of women’s 
footwear, retailing from $1.50 up to $20. In accessory 
exhibits retailers can inspect all kinds of polishes, win- 
dow decorations, store fixtures, X-Rays and foot appli- 
ances. Also in other rooms the retailer will have an 
opportunity to get experts’ advice on insurance, credits, 
shoe patents, weldings, and from the representatives of 
the leading trade papers. 

George B. Hess, chairman of the Speakers’ Commit- 
tee, has his plans well under way for a most interesting 
and helpful program which will be presented Monday, 
February 13, at the 12:30 luncheon. There will be a 
word of greeting from the Honorable Howard W. 
Jackson, mayor of Baltimore. The principal speaker on 
this occasion will be Albert Hutzler, president of 
Hutzler Bros., Baltimore. Mr. Hutzler has been promi- 
nently identified in a national way by appearing before 
several national committees and commissions. He is 
well qualified to address retailers on every phase of 
merchandising. His theme will be principally built 
around the retailers social program. Well known style 
analysts will be at the meeting to discuss the style 
trends and their influence for the immediate future. 
Another interesting subject, unethical practices in the 
distribution of footwear, should bring about a lively 
discussion. 

N. K. Schenthal and his committee have adopted a 
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GEORGE B. HESS 


Chairman of Speakers’ Committee, 
M.A.S.R.A. Convention 


most unusual type of entertainment, feeling that, at 
the closing hours of a business convention where action 
was the keynote, something unusual in the form of 
entertainment should be provided. This is to be in the 
form of a cocktail party, where an orchestra, a number 
of entertainers and all the usual trimmings that go with 
this type of entertainment will be in evidence. 

The officers, directors and all committeemen are do- 
ing everything possible to make this 25th annual show 
a huge success, to be truly recorded as a convention of 
action. The Baltimore Committee is entitled to special 
recognition. They have been unusually active in plan- 
ning their part of the programs such as speakers, en- 
tertainment, and other convention activities. This com- 
mittee will be much in evidence in greeting all con- 
ventionnaires as they arrive at the headquarters hotel. 
Harry W. Hahn, Jr., is chairman of this committee. 

Manufacturers and wholesalers interested in exhibit- 
ing their line at this real business action Shoe Show 
for selecting room reservations should address the asso- 
ciation headquarters, Middle Atlantic Shoe Retailers 
Association, Cal J. Mensch, secretary, 400 N. Broad 
Street, Philadelphia, Pa. Well located rooms for ex- 
hibitors are available. In making reservation for exhibit 

[TURN TO PAGE 48, PLEASE] 
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STAPLE, SURE-SELLING FELT SLIPPERS ARE 


\\ 
2 


FELT COMFY SLIPPERS 

Courtesy of The Daniel Green Co. 
Women’s Felt Comfy Hylo, Printed F elt Collar. 
Women’s Felt Comfy Moccasin, Self slashed 
collar. Both with padded tan soles. Two “best 
sellers” (of American Felt) from the premier 
manufacturer of high quality leisure footwear. 


Nothing in footwear surpasses the felt slipper in com- 
fort and healthfulness . . . it is a time-honored staple. 
Available in a wide range of beautiful colors, plain and 
printed, practical and restful, felt slippers have many 
sure-fire talking points. Warm in Winter and cool in 
Summer, requiring no breaking-in, they provide “insu- 
lated” footwear, and make ideal gifts for use at home 
as well as when traveling. Felt Moccasins, Everetts, 
Juliets, Hylos, Mules, Cavaliers (both in soft sole and 
hard sole) ...styled for infants, children, misses, 
women, boys, and men . . . appeal to people of every age 
and type and to all classes of slipper buyers. 


Worthy of note is the vogue for felt uppers and plat- 
forms. Leading manufacturers of street and evening 
shoes are featuring sandals and shoes made of our 
Monk’s Foot Felt . . . stylish, flattering and colorful. 

Style leaders say that platforms are here to stay and 
felt is unequaled as a platform material. These develop- 
ments are bound to increase the interest in, and the de- 
mand for, felt footwear generally. 

Inquiries are invited and will be handled promptly 
by experienced representatives of the world’s largest 
manufacturer of fine shoe and slipper felts. 


American felt 
Com 


315 FOURTH AVE. 
Boston, Philadelphia, Detroit, Chicago 


NEW YORK, N. Y. 
Cleveland, St. Louis, San Francisco 


PRODUCERS OF THE FINEST QUALITY SHOE FELTS FOR UPPERS, PLATFORMS, SOLES, INSOLES, HEEL PADS, TONGUE 
LININGS, BOX TOES, FILLERS, CUSHION SOLES, LININGS, SHOE RACKS, AND DOUBLER FABRIC AND LATEXED FELTS 
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’ Make Children’s Week National Promotion 


[CONTINUED FROM PAGE 26] 


customers on Saturday afternoons. Be- 
lieve it or not on many occasions cus- 
tomers are given cards with numbers 
and told to wait their turn for shoe 
fitting service. 

Prepare now for National Children’s 
Week. 

How far have manufacturers and re- 
tailers gone in an effort to adapt chil- 
dren’s shoes te children’s needs. Manu- 
facturers, through cooperation with 
foot specialists and active shoe retailers 
of children’s shoes, are developing lasts 
for children’s shoes which are follow- 
ing more closely the progressive shape 
of the human foot as children increase 
in age, size, weight and measurements. 
This study is the result of expert con- 
sideration of lasts, patterns, shoe de- 
tailing and fitting. 

Great progress has been made in de- 
veloping progressive shoes to conform 
to the growth of the child from the 
crawling stage to adolescence. A soft- 
soled shoe for the baby when he begins 
to crawl—which will not hamper the 
exercising and strengthening of the 
foot muscles and will allow the foot to 
develop in its natural form. A little 
heavier shoe for three months later 
when the child begins to walk—to pro- 
tect the foot and yet allow muscular 
movement. And a stiffer sole when the 
child begins active play—to protect the 
foot from the shock of hard pavements. 
Also fitting shoes according to the 
weight and posture of the child. And so 
on through the progressive develop- 
ment of the child to the ’teens—based 
on the firm understanding that the 
muscles and bones of the foot are the 
foundation on which a healthy mind 
and body can be built. 

However, it is with the retailers of 
children’s shoes that the primary job 
of education and proper foot develop- 
ment must lie. It is his job to make 
children delight to come into his place 
of business; to win the mother’s con- 
fidence in his complete ability to care 
for her child. He must have an affec- 
tion for children and a complete knowl- 
edge of the human foot and the fitting 
of the shoe. No other person in the 
retail field is faced with such problems 
of detail. He must consider that every 
foot is different—for children all vary 
in bone size and formation; in tissue 
and muscular structure; in mechanical 
movements and in posture. The very 
word cripple came from the word “to 
creep”—the shoe merchant’s function is 
to help the child to walk erect and 
properly. 

When the child reaches the age of six 
or seven the retailer is now approach- 
ing another problem—the child is be- 
ginning to have a mind and will of his 
own. Parents too often forget that 
children must grow up. Their attempts 
to keep the 6 year old a “baby” create 
new problems. The child sees shoes on 
his playmates and has definite ideas on 


what he wants or doesn’t want and 
parents must give in. In the shoes for 
the 6 or 7 year old we commence to 
see the beginning of the style bugbear 
of the adult shoe business—the child 
is making his mind up for himself and 
has definite ideas on style and color. 

Great as is the contribution of cor- 
rect apparel to the child’s development, 
physically and psychologically, no other 
part of a child’s wardrobe contributes 
as much to his physical well being or 
to his happiness in active association 
with his playmates as correct footwear. 
Correct shoes, properly fitted, literally 
as well as figuratively “get a youngster 
off on the right foot.” 

Prepare now for National Children’s 
Week. 

National Children’s Week is a real 
promotion to the active merchant of 
children’s shoes. A chance to tie up 
with a nation-wide promotion of all the 
children’s merchandisers. A chance to 
educate mothers who have adopted 
scientific, progressive baby raising to 
the necessity of properly designed and 
fitted footwear to assure healthy chil- 
dren. A chance to tell the customers 
what children’s departments are doing 
to make life pleasanter and more com- 
fortable for children. A chance to show 
them you are in step because you are 
keeping in touch with the findings of 
education and translating these find- 
ings into merchandise which will de- 
velop children’s health and personali- 
ties. Tie-up your store with the efforts 
of all other stores in this first great 
demonstration of Children’s Week. 

An active promotion of children’s 
shoes beginning March 6 and running 
until Easter will enable you to get a 





Even on Vacation 








large share of this profitable business 
out of the way before you begin your 
active after-Easter promotion of 
women’s and men’s shoes. 





Keeps Case History of 
Each Child Customer 


[CONTINUED FROM PAGE 21] 


parents themselves become “correct fit” 
minded and remain that way through- 
out the growing period for all of their 
youngsters. 

Whenever a need for a corrective 
shoe develops, Mr. Gotskind explains 
this need and the reason for it in detail 
to the parents. By keeping the pedo- 
graph record he can also point out the 
improvement made in the feet through 
fitting of proper shoes. In his correc- 
tive shoe fitting he works both through 
his own observations in fitting and 
through the recommendations of physi- 
cians in more severe cases. 

This is a policy which Mr. Gotskind 
is glad he has emphasized, especially in 
fitting smaller children. For, as they 
grow older and reach grammar school 
age, parents have achieved enough con- 
fidence in him, so that they send their 
children alone to the store when they 
need new shoes, 

Probably one of the chief reasons for 
the store’s continued success and the 
growing personal contacts with the cus- 
tomers is to be found in the complete 
records which are kept on each child 
who enters the store. Each child cus- 
tomer has a complete large-sized file 
folder of his own. His record includes 
not only the pedographic prints taken 
each time he comes to the store, but 
also important changes in the fitting 
of his shoes through the various grow- 
ing periods. Each record also contains 
certain important points that have 
been made in each transaction. 

After each customer leaves the store, 
Mr. Gotskind notes on a small index 
ecard the main points of the conversa- 
tion as applied to the shoes, adjust- 
ments recommended and any comments 
made on possible future foot needs of 
the child. These are later transferred 
to a large permanent card, so that the 
store has a complete case history. Typi- 
cal remarks may be “Told mother child 
may be ready for growing girls’ shoes 
next time,” “Advised child toeing in 
too much,” “Told mother to watch 
heels,” “Suggested corrective shoes may 
be necessary for a few times if condi- 
tion does not improve.” 

Thus, he points out, it is possible to 
impress the parent with a personal in- 
terest in her individual child and also 
increase the store’s own service and 
efficiency. 

Another important point of informa- 
tion on the records is the date of each 
child’s birth, for the store sends birth- 
day cards to each customer. This is a 
colorful card which bears ‘the state- 
ment, “Gotskind Juvenile Shoe Store 

[TURN TO PAGE 49, PLEASE] 
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| = ite . . AeA Ne. 6790 White Sueded Kid, Sienna aust Calf Ne. 9843-1! Elk Kip, Brown Sharkskin 
i 4 : ; ’ Seer 5 acta 8 Trim. 18/8 Covered Heel; AAA to B, 3-9... .$2.45. Shield L ~o Blacher ere. Half Rubber Heel; 
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Ne. 5690 Brown and White Elk aes sin, Btoches - 
Heel, Rubber Tap; AAA to C, PO wa veeeeeneceeereceseeterereeeeee 
Obacceseosecorccecs 4 25 Ne. 9803-1 Same in Black Elk Kip. 
T A 
Me ccccceceesee $2.50 Ne. 6435-1 Biack Calf Bal Oxford, Tap Rubber 
Heel; A tO D 12-8......cccsccsccccecscees $1.95 





No. 6455 Sam Brown Elk with Natural Crepe 

Sole: A and B widths only. 
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America’s mest complete | 
juventle Line - 


WELTS, LOCKSTITCH, STITCHDOWNS, ‘1. 9 8 : 4. 9; 8 
PLEXIGLE mekays, prewerts €6 BObOil te 


Nowhere will you find a more complete, dependable line of juvenile 





shoes covering such wide price range . . . a line that is kept fresh with 
highly salable patterns...a line that draws new customers into your 
store and brings old ones back ...a line that has national accept- 


ance ... in short, a line around which you can build for the future. 


Weather-Bird Shoes are not only advertised nationally but they are also 
aggressively promoted at the point of sale through special window trims, 
newspaper ads, direct mail pieces, premiums the kids go for, spot radio 
programs, and special sales contests; all carefully planned and coordinated. 


Seles 


BRANCH OF INTERNATIONAL SHOE COMPANY, ST. LOUIS, MISSOURI 





TF ONCE DELIVERY 


in White Elk, Brown Side Saddle, Ne. me Same in Patent Leather with Black Calf 
lel: Seoeeh ye — Sole, 5/8 Red Smooth air tes Trim. 
_D Heel; Special Misses AA to C, 12-3 ....... is 
2.60 Child’s A to C 84-11%... .. 2... cee eeeceeees 1.80 
No. oars Same in Smoked Elk, Spanish Tan Side Ne. 6434 Biack Calf, Black Patent Lacing, Side 
Saddle Buckle Strap. 7/8 Tap Rubber Heel; AA % S 






Ne. 6002 Black Patent and Beige, Open Shank we 6454 Same in Natural Gauchohide with Tan 















1.95 Front Strep Sandal, 7/8 All Leather Heel; AA to — 
at WEIL aud, . caged<<ésecceosceccoces $2.15 Gauchohide 

Tepe 

7 - a a ee Leather Spring Boel. 

1.90 Ne. 5806 White Kip Toe and : Front Miants © OMG DD, Gte-B. «ncn ccccwcccncecuee 
Strap Sandal, 9/8 pn 2 Se, a Babies’ C amd D 2-6... 0... ccc ccecceewnnneee 1.00 

Ps Growing Girl's AAA to C, 3%-T.......... 3s Ne. 1766 Same in Camel Elk. 

le Eb. EEicctecccosecescoccccces $1.95 Ne. 1750 Same in Brown Elk 






Ne OT he Pe. 1 


N OE ‘VALUES , oe ee © ey ee ae oe | 
















































— = SR a a A A a 





(36) 





BOOT anv SHOE RECORDER, February 4, 1939 





BEWARE OF 
BUY 










$@.50 WHOLESALE 


FOR WOMEN, MEN 
AND CHILDREN 


DELIVERY: THREE WEEKS 


Remember the original NURMIS, of Arctic 
Birch and hand-molded sole leather are made 
only by NURMIS—Pori, Finland. 


DISTRIBUTED IN AMERICA BY 


JOHN WINTER & SON, 


20 WEST 45TH STREET, NEW YORK CITY 


IMITATIONS 


ORIGINAL 
Names CLOGS 


U. S. DESIGN PAT. APPLIED FOR... 
AUTHENTICATED BY THE FINNISH 
GOVERNMENT 


INC. 











New Tasks for Management 


[CONTINUED FROM PAGE 23] 


realize that barring a general recession 
demand will inevitably increase. 

The test of merchandising as against 
order taking is not in securing more 
volume by cutting prices on a weak 
market with demand temporarily satis- 
fied. It consists in appraising the mar- 
ket, building inventory to a reasonable 
point so that demand can be met at a 
profit when it revives. Inventories need 
not bear on the market if they are 
managed with a proper knowledge of 
the leather market. 

The tendency for tanners to sell the 
market short following a buying move- 
ment and to deliberately force sales by 
pricing merchandising under replace- 
ment, aggravates these ic booms 
and slumps in leather demand. Now 
it must be admitted at the outset that 
if a tanner can consistently outguess 
the market he is hound to make money 
and outrun his competitors. But there 
is only about one of these fellows for 
every 10,000 of us ordinary people. 

This policy of selling a market short, 
of adding to the increased risks of man- 
ufacturing and normal speculation in 
raw materials, that of speculating on 
the short side of the market may be 
successful for the short run. When it 


does go wrong, it can do a murderous 
job on the short seller. By and large 
it is a policy which offers a small gain 
for an enormous risk. If the guess is 
wrong and the market turns up a pro- 
ducer may face a loss for a consider- 
able period of time. Furthermore if all 
sellers did it the advantages to the in- 
dividual speculator would be greatly 
reduced. It seems probable that man- 
agement in pure self-interest would 
find it more profitable in the long run 
to gear its sales to fluctuating demand. 
Certainly this policy in itself would 
lend more stability to the price struc- 
ture. 

There is one final task. In the last 
two or three months, management in 
the shoe and leather industry has been 
confronted with a task which has 
grown more important over the past 
15 years. On this occasion the issue was 
a clear-cut test, and I am not sure but 
that the industry has failed the test 
decisively. I take it as a matter of 
arithmetic that 2 and 2 makes 4 and 
that costs make prices. The first propo- 
tion is still true, the second is not. 







better judges of how far that is the 
case. I can merely remark on the sig- 
nificance of the facts as they are known. 
Between June of 1938 and the time 
when orders for Spring shoes began to 
be placed, we were moving out of range 
of depressed raw material values into 
more normal ground. Although leather 
prices did not increase in any adequate 
ratio with hides and skins, leather did 
cost more. Yet after all the talk on 
prices, the feverish discussion of costs, 
there seems to have been brought forth 
nothing more than a mouse. 

I am concerned here with the ques- 
tion of shoe prices primarily as a symp- 
tom of a process that has been going 
on for 15 years or more. It is a trend 
which has practically revolutionized the 
industry and goes far to explain the 
different profit levels in retailing, shoe 
manufacturing, and _ tanning. The 
growth of mass distribution and con- 
centrated buying power has without 
question lowered the cost of distribu- 
tion and given the consumer lower 
prices. But it has brought with it prob- 
lems of tremendous import to the sup- 
plying trades. When I remarked a lit- 
tle while ago that shoe manufacturers 
were apparently beginning to assume 
a greater proportion of the economic 
losses in our related industries, I had 
in mind the consequences of present 
shoe price policies. Since costs are 
flexible and can change substantially 
in a short time, producers have prob- 
ably felt to a growing extent the fre- 
quent squeeze against the rigid price 
ceiling. 

Now what are some of the conse- 
quences of this new dispensation? In 
a general sense the distribution of 
profits, the comparative earnings ratios 
of retailers, manufacturers and tanners 
tell the story. We cannot ignore the 
fact that economic returns of manu- 
facturers and tanners are predicated 
upon wholesale shoe prices. In 1929 
the average wholesale shoe price was 
$2.57. By 1933 it dropped to $1.57, and 
after five years, with the raw material 
cost basis, with labor costs substan- 
tially above the 1933 point, the average 
wholesale shoe price has made a re- 
markable advance to $1.72. There are 
compensations, to be sure, and it might 
be worth while to examine these first. 
The volume of shoe production and con- 
sumption has increased; from an aver- 
age level of about 340 odd million pairs 
in the ’20’s, we now expect an average 
production of about 400 million pairs. 
Some of this increased volume was the 
result of factors beyond our control. 
In spite of a declining birthrate, popu- 
lation has increased, and the number 
of shoe consumers therefore has grown. 
Of the total increase in average shoe 
consumption since the ’20’s, which we 
estimate at approximately 55 million 
pairs, population growth accounts for 
about 35 million pairs. That leaves 
only an increase of 20 million pairs to 
be accounted for as the result of lower 
prices and efficient merchandising. 
[TURN TO PAGE 48, PLEASE] 
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E.1.DU PONT DE NEMOURS & COMPANY, INC., PLASTICS DEPARTMENT... ARLINGTON, NEW JERSEY 
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e does know that the 
r shoes stay neat and 
that this pair is more 
ble in the toe because 


re no wrinkled linings. 
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THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


tan. BOSTON, MASSACHUSETTS 
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THIS WEEK 


IN THE SHOE TRADE 


Saturday, February 4, 1939 


National News 





Spring Trends Seen at Chicago Showing 





Reports Show Patent in Lead for Early Spring—Open Shoes 
Dominate Season’s Picture with Interest Also 
Shown in Novelty Types 


CHicaGo—First official indices of the 
trend of the early Spring business in 
the Chicago and surrounding area 
came January 23 and 24 with the 
monthly shoe buyers’ days, held by the 
Chicago Shoe Travelers’ Association at 
the Morrison Hotel. Although atten- 
dance fell off somewhat from previous 
shows due to a blizzard on the first day 
and its proximity to the National Shoe 
Fair, Norman N. Souther reports that 
buying was good and merchants full 
of confidence. 

Most merchants felt that patent 
leather will be the first seasonal leader, 
and bought it abundantly in all types 
of patterns, including pumps, sandals, 
ties, and oxford effects. Second selling 
position wavered between the blues, 
with special emphasis on the Parisian 
blends and the Japonica and tan and 
rust versions. There was a lot of in- 
terest expressed in wine, especially by 
the downtown dealers, who are predict- 
ing another good season for it. Various 
versions of the earthy shades also were 
bought and retailers indicated that they 
would place later orders for beige. A 
few whites were also ordered. 

Open toes and open heels dominated 
the buying in all colors and materials. 
High fronts, step-ins, dressed-up ver- 
sions of pumps, and cut-outs all sold 
well. The demand for platforms was 
negligible, with more interest shown 
in the rocker bottom novelty shoes and 
in novelty heels. 

Mr. Souther also pointed to a grow- 
ing recognition on the part of the man- 
ufacturer and retailer alike in the style 
and fit problem of the young girl be- 
tween the ages of 11 and 15 years. The 
fact that low-heel, well-styled models 





DATES TO REMEMBER 


Middle Atlantic Shoe Retailers Asso- 
ciation, 25th Annual Convention and 
Exhibition, Lord Baltimore Hotel, 
Baltimore, Md. 

February 12, 13, 14, 1939 

Monthly Shoe Buyers Days, Chicago 
Shoe Travelers’ Assn., Hotel Morri- 
son, Chicago, Ill...February 27, 28, 1939 

Buffalo Shoe Style Show, Hotel 
Statler, Buffalo, N. Y...March 5, 6, 1939 

Official Opening of American Leathers 
and Style Conference for Fall, 1939, 
Waldorf-Astoria Hotel, New York 

March 27, 28, 1939 

Fall Opening Shoe Fashion Guild of 

America, Hotel Biltmore, New York 
May 9, 10, 1939 

Annual Convention, Illinois Shoe Re- 
tailers and Shoe Travelers, Pere 
Maquette Hotel, Peoria, Ill. 

May 21, 22, 1939 

Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 

June 11, 12, 13, 1939 

Iowa Shoe Travelers Association Con- 

vention and Style Show, Des Moines, 
June 11, 12, 13, 1939 

Annual Convention, California Shoe 
Retailers Association, Hotel Bilt- 
more, Los Angeles, Calif. 

June 12, 13, 14, 1939 

Annual Convention, Wisconsin Shoe 
Retailers’ Association, Plankinton 
Hotel, Milwaukee, Wis. 

June 18, 19, 20, 1939 

Official Opening of American Leathers 
and Style Conference for Spring, 
1940, Waldorf-Astoria Hotel, New 
York September 18, 19, 1939 





presented by several of the lines show- 
ing received good acceptance, indicates 
[TURN TO PAGE 51, PLEASE] 


Rose from Clerkship to 
Presidency of International 


BYRON A. GRAY 


ST. LOUIS—Byron A. Gray, who lax 
week was elected president of the Inter- 
national Shoe Company to succeed 
William H. Moulton, retired, has been 
associated with this company and its 
Roberts, Johnson & Rand division since 
he was 20 years old, when he was em- 
ployed by the latter organization as a 
clerk. Mr. Gray who is 50 years 
old, is a native of St. Louis. After 
advancing step by step from one posi- 
tion to another, he became a director of 
the International in 1925, 

secretary in 1928 and vice-president in 
1935. His principal duty as vice-presi- 
dent was to serve as assistant to Presi- 
dent Moulton, so he assumes his new 
duties with a thorough understanding of 
the details and responsibilities of the 
office of president of this vast shoe en- 

ter prise. 
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New Health Spot Shoe 
Shops Opened 


DANVILLE, ILL.—The last months of 
19388 saw Health Spot Shoe Shops 
opened in Norwood, Ohio; Washington, 
D. C., and Hammond, Ind. All of these 
stores use the standard window front 
which identifies Health Spot Shoe 
Shops throughout the country. 

In Philadelphia, a new Health Spot 
Shoe Shop has been opened by John 
McMahan. This is a beautiful store, 
arranged according to the standard 
setup, and it is capably managed by 
Mr. McMahan, who formerly was on 
demonstration work for Wm. J. 
O’Rourke in Pennsylvania, Maryland 
and New Jersey. 

The newest Health Spot Shoe Shop to 
be opened is the one on Livernois Ave- 
nue in Detroit. This store, operated by 
F. L. Stahl of Omaha, is the third ex- 
clusive Health Spot Shoe Shop to be 
opened in Detroit. All three stores 
have the standardized equipment, both 
in the window and on the inside, and 
the new store has a good example to 
follow from the progress that has been 
made in the first two stores. 

In Norfolk, Va., a new location has 
been found for the Health Spot Shoe 
Shop, which will have the standard 
front, including the model 10-foot win- 
dow. In the three-point success formula 
for Health Spot Shoe Shops, window 
showmanship rates 25 per cent, so the 
window is of vital importance. This 
new location is being opened by A. M. 
Kossack, formerly of Rochester. 

The Health Spot Shoe Shop in Little 
Rock, Ark., has a new location. 

The newest store to be opened in Chi- 
cago is located on the South Side and 
brings the total of Health Spot Shoe 
Shops in Chicago to eleven. This store 
is operated by M. O. Hammonds, who 
has a successful retail background, and 
the opening was launched with a spe- 
cial demonstration which attracted 
many people and started the business 
out successfully. 


Open Shoes for Spring 
in Denver 


DENVER, CoLo.—W. Carty, at the 
Denver Dry Goods Co., says that they 
will follow highly-successful Fall and 
Winter selling seasons with a booster 
Spring season. 

He timed the big moment of the ad- 
vent of 2000 new Spring shoes to meet 
the lifting of the gates of the Thirty- 
Third Annual National Western Stock 
_— on Saturday morning, January 

First in these new Spring styles is 
black patent leather. Next in impor- 
tance will be blue kid and blue calf 
shoes, in the opinion of Mr. Carty. 
However, Japonica red may put blue 
in third place, he conjectured. 

Seventy-five per cent of this stock 
are in open toes, 25 per cent of which 
have open heels as well. 

Heel heights for the popular demand 
will range from 14/8 to 18/8. 
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Shoes to Be Worn by Miss World’s Fair-est 





Howard, left, of the Carlisle Shoe Company, shows B. Carman, right, 


Dan 
shoe bu 
the 


ior Burger-Phillips Company, B 


irmingham, Ala., some of 


models to be worn by Miss World’s Fair-est at the New York World’s 
Fair, at the All-Southern Shoe Exposition, held recently at Birmingham. 
Below is a closeup of the four shoes. 





Obituaries 





Rollo E. Himebaugh 


Cuicaco, Itt.—Rollo E. Himebaugh, 
56, died January 20 in his home at 1455 
Hood Avenue, Chicago. Mr. Himebaugh 
had served as Ball-Band representative 
in Chicago for the Mishawaka Rubber 
& Woolen Mfg. Co. of Mishawaka, Ind., 
since 1909. He was in active service 
until a few days before his death. 

Funeral services were held Monday 
at the Granville Avenue Methodist 
Episcopal church with many members 
of the shoe trade in attendance. He was 
a trustee of this church, a founder and 
former president of the Lake Shore 
Men’s Club, and a Mason. His widow, 
Edna; a daughter, Frances, and a son, 
Grant, survive. 


Minor R. Layton 


Boston, Mass.—Minor R. Layton, 
formerly of this city and an old-time 
shoe traveler, died recently at his home 
in Leslie, Mich., following a prolonged 
illness. For many years he covered the 
states of Michigan, Indiana and Ohio 
for the Whitman-Keith Company of 
Brockton, later entering the retail busi- 
ness in Detroit. He was also interested 
in agriculture in his adopted state. Mr. 
Layton had been a member of the Bos- 


ton Shoe Travelers’ Association for 
twenty-five years and had a host of 
friends not only in the territory which 
he served so well for many years, but 
throughout the country as well. 


Henry J. Schaub 


WATERTOWN, Wis.—Henry J. Schaub, 
78, one of the organizers of the Wolf- 
ram Shoe Co., which formerly oper- 
ated plants in Waterloo, Madison and 
Watertown, died at his home here Jan- 
uary 25, following a year’s illness. 

A resident of Watertown for more 
than 30 years, Mr. Schaub was ac- 
tively associated with the shoe industry 
in the Middle West for many years 
before starting his own business with 
the late E. A. Wolfram. Mr. Schaub, 
who was a native of Newport, N. Y.., is 
survived by his widow, a step-daughter, 
a step-grandson and a brother. 


Hobart S. Buckland 


RocHester, N. Y.—Hobart S. Buck- 
land, 52, well known Rochester shoe 
manufacturer, died January 16, here. 
He was formerly superintendent of the 
Samuels Shoe Co., of St. Louis, and 
later a member of the E. & B. Shoe 
Co., makers of infants’ shoes in Roch- 
ester. For several years he was super- 
intendent of the F. S. Elam Shoe Co., 
Rochester. 
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Not only 


the profit on the first sale, 
but constantly repeating prof- 
its come from sales to satis- 
fied customers. Users of Shu- 
Shine buy and buy again. 
This laboratory controlled 
product is always uniform -- 
always satisfactory. It never 
harms leather or fabric. 


Attractively packaged in a 
tube, bottle, jar, or a Dandee 
Duster with an ample profit 
mark-up for you. Order from 





ALTSCHUL CATALOG 


OF JUVENILE FOOTWEAR 


Customized for Growing Feet 


A complete line of scientifically fitting shoes 
for infants, children and growing girls. 


75 Styles IN STOCK 


JULIUS ALTSCHUL, Inc. "snsowisin 











DON’T LOSE _ - 
YOUR HEAD *> 


over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
Purchasers. 


Sixteen years’ continued use of “WANTED TO 
PURCHASE” space is the record for one of our ad- 
vertisers. 


BOOT AND SHOE RECORDER 
Classified Advertising Dept. 
239 W. 39th St.. New York, N. Y. 











Lester Pincus 


Eat patent, 
hy 


a. FOR THE Feet = 


REG. U.S. PAT. 


a KNOWN $4°° RETAILERS 


Y CHECK 
THESE FEATURES 


Charing Cross ®@ METATARSAL PADS 


STANDARD BEARERS ARCH PADS 








COMBINATION LAST 


= 
— 
AAA TO E 
In this 5 : sizes 34% T0190 


ON DISPLAY-BALTIMORE SHOW 


FEBRUARY /2%— {3% —-sGe 
ROOMS 172ZO- 1724-1726 


Charing C ross Shoes, wd. 


“Prescribed for the feet” 


147 DUANE STREET New York, N. Y 
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Nurses’ Shoes 








Flexible, Shape Retaining 
NURSES’ OXFORDS 








SUPER PLIABLE 
Process 


IN-STOCK 






ey a Owens SHOE Co. 


28 Goodhue St., Salem, Mass. 








Slippers 
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Looks for Good Year 
for Independent Retailers 


STERLING, ILL.—An excellent outlook 
for the independent shoe retailer dur- 
ing 1939 is forecast by E. W. Fester, 
owner of the Sterling Bootery, 314% 
Locust St., Sterling. Mr. and Mrs. 
Fester, who were visitors to the regular 
monthly buyers’ day given by the Chi- 
cago Shoe Travelers in January, report 
their business continues to increase. 
The interior of their store was com- 
pletely remodeled during 1938. 


Agee Named Justin Treasurer 


Fort Worth, Tex.—W. H. Agee, who 
has been with the H. J. Justin & Sons, 
Inc., for 16 years, has been made trea- 
surer of the company. H. N. Fisch, 
formerly secretary-treasurer and gen- 
eral sales manager of the company, will 
continue as secretary and sales man- 
ager. 
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Kramer with Brown 


In Cleveland 


St. Louis, Mo.—Allan Kramer has 
been appointed sales representative of 
the United Men’s Division of the Brown 
Shoe Company in the Cleveland, Ohio, 
district. 





ALLAN KRAMER 


Mr. Kramer needs no introduction to 
the shoe retailers in that section, for 
he is well and favorably known through- 
out Ohio, having had many years’ ex- 
perience in the shoe trade in that state. 

His many friends in the trade have 





Mrs. Day’s “IDEAL” 


These are little shoes, but they carry 
the biggest name in the baby shoe 
business — “Mrs. Day's Ideal.” The 
reputation of this name is known to 
mothers of two generctions and is 
@ prime asset to the many far- 
sighted children's shoe retailers who 
use Ideal Flexible Hard soles (3-8) 
as their juvenile foundation line 


MRS. DAY'S 
IDEAL BABY SHOE CO 
DANVERS, MASS. 











joined in wishing him well in his new 
connection. 





G. H. Bass to Award Ski Trophy 





Com 


een aver Sennen, nine ie Se aeanted by 6. Sew « 
pany, to American amateur skier who is adjudged to have made the most 


contribution to the sport during the current season. 


Witton, Me.—Of particular inter- 
est to shoe dealers is the skiing trophy 
recently announced by G. H. Bass & 
Company, manufacturers of Bass Ski 


Boots, outdoor footwear and Sportoca- 
sins. “Although we are interested in 
the sale of ski footwear,” read the an- 
nouncement of the trophy, “this offer is 
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designed to be of real service to the 
sport of skiing, to increase public in- 


terest 
ards.” 
The 


and to promote higher stand- 


trophy, which is of All-American 
includes a life-size silver 
with actual ski fittings and a 
section. The whole thing is 
mounted on an ebonized base with a 
silver plaque on which will appear the 
winner’s name. The measurements of 
the prize are roughly fifteen to twenty 
inches. 


The winner of the Bass Boot will be 
the American amateur skier who is 
judged to have made the most outstand- 
ing contribution to the sport of skiing 
during the current season. His quali- 
fications will include his performance, 
competitive and otherwise; the im- 
provements he has suggested or devel- 
oped in ski technique, ski facilities or 
ski organization; and his display of 
those physical, mental and moral qual- 
ities which are the basis of good sports- 
manship in skiing. 

Nominations for the winner will be 
secured through a coast-to-coast poll 
of newspaper and magazine winter 
sports editors in skiing territories 
whose recommendations will be corre- 
lated and a final decision made by an 
expert board of judges. However, in- 
dividual skiing enthusiasts can record 
their own preferences by leaving votes 
at their favorite shop for outdoor foot- 
wear, with a request to forward them 
to G. H. Bass & Co., Wilton, Me., or 
by sending them direct to Bass. These 
individual votes will be given full con- 
sideration by the judges. 

The award of the Bass Boot will be 
on a permanent basis and will desig- 
nate the winner as one who has an 
unquestionable “All American” stand- 
ing. 

Leo Reitman Leaves Chicago 
for Coast 


Cuicaco, Itit.—Leo Reitman, well 
known buyer of women’s shoes and 
slippers for the upper subway depart- 
ment in Mandel Bros., has left that post 
to accept a position with the Hirsch 
Mercantile Co., operators of the Famous 
Department stores, with headquarters 
in Los Angeles. 

Mr. Reitman will be buyer for all 
upstairs departments for the seven 
stores operated by the company. One 
of the most popular buyers in the coun- 
try, Mr. Reitman, prior to his position 
with Mandel’s, was basement shoe buyer 
for L. Bamberger & Co., Newark, N. J. 

He is best known among the shoe 
travelers for his sign which hangs in 
his office and reads “Salesmen are Al- 
ways Welcome.” He carried this sign 
to Chicago from New York and will 
take it on to the Coast with him. He 
says that he believes this policy is es- 
sential to the success of any buyer and 
thinks it’s part of his job to be ready 
and willing to see any salesman at any 
time. “Because then I always know 
what they have to offer that I can im- 
mediately turn into sales for my de- 
partment,” he says. “It’s part of the 
buyer’s job to keep a stream of people 
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1479 Brown Luggage—Seaml 


1480 Natural Luggage—Seoml 
In-Stock B, 7-11 





C, 6-11 


Send your order tedey to— 





gw IN STOCK 


FOR IMMEDIATE DELIVERY 


1361 Tan Crushed Buffalo Grain—Wing Tip—Heavy Crepe Sole 
1362 + Crushed Buffalo Grain—Wing Tip—Heavy Crepe 


1363 Fawn Ruffide—Wing Tip—Heavy Crepe Sole 
1478 White Ruffide—Seamless Vamp—Heavy Vul-Cork Sole 

Vamp—Full Double Leather Sole 
Vamp—Heavy Cre 


Again Curtis gives you an opportunity to be ahead of your competition with 
an advance style hit carried in stock . 
sizes and widths ... 


++ Ine variety of the newest leathers 


CURTIS SHOE COMPANY, INC. 


MARLBORO 


No. 136! 


PRICE 


$3.35 


TERMS 5% 30 DAYS 


Sole 
D, 5!/-11 


priced to sell . .. 


« MASS. 











with new products coming in and out of 
his office.” 

Mr. Reitman will be succeeded by his 
assistant Ben Samuelson, who will con- 
tinue the “Salesmen Are Always Wel- 
come” policy. 


Karl C. Stephens with 


M. A. Packard 


Boston, Mass.—Karl C. Stephens, 
who for many years has been repre- 
senting houses making high-grade shoes 
for men, has decided to make his future 
residence on the West Coast. He is to 
represent the M. A. Packard Company 
of Brockton, Mass., in the territory 
from Denver west. 

Mr. Stephens is popular and a valu- 


able asset because he is an expert on 
fine shoes and has an extensive knowl- 
edge of how to merchandise them. 


Offers Style Service 


Boston, Mass.—American Hide & 
Leather Company is offering a style 
service to manufacturers at no cost to 
those availing themselves of the offer. 
Twelve sketches of new models have 
been published in their “Styleader” 
booklet, together with suggestions as 
to the leathers which would be most 
effective in these styles. Manufacturers 
are invited to write for design stand- 
ards for a sample shoe in any of the 
models which they would like to in- 
clude in their lines. 
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Job Lots 
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CASH IN ON JOB LOTS 
of Nationally Known 
High Grade Women's Shoes 

for: 
Smash-hit sales 
Promotions 
Cancellation stores 
Outlet stores 
Every Pair Fresh, Perfect and Timely 


BARIS SHOE CO.., inc. 
79-81 Reade St. New York City 
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RECOGNIZED 
HEADQUARTERS 
FOR 












WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 


TOLMAN PRINT, Inconrorateo 


UNIVERSITY PRESS 
CAMBRIDGE MASSACHUSETTS 


CREST EL 


Doubles Sales in New Location 


New ORLEANS, La.—The value of a 
ground floor location, and especially one 
in a prominent spot, is again proved 
by the experience of the Cantilever 
store in New Orleans. Located for 16 
years in a second-floor shop on Baronne 
Street, just off Canal, the city’s main 
business thoroughfare, the store was 
forced to seek new quarters a little over 
a year ago, when their lease was taken 
over. 

On his first anniversary in his new 
location at 154 Baronne Street, Henry 
A. Bruhn, Cantilever manager in New 
Orleans, reported business was prac- 
tically doubled for the year. In addi- 
tion to having a good street location, 
the store is in the Pere Marquette 
Building, one of the city’s most promi- 
nent and popular office buildings. 


: 
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N.E.S.L.A. Reelects Officers 
And Directors for 1939 


Boston, Mass.—All 1938 officers and 
directors were reelected, five new mem- 
bers were added to the board of direc- 
tors and the dates set for the twentieth 
annual Boston Shoe Fair at the seven- 
tieth annual meeting of the New En- 
gland Shoe and Leather Association, 





GEORGE A. DEMPSEY 


Re-elected president of the New 
England Shoe and Leather Asso- 


ciation 


held here on Jan. 25. Heading the asso- 
ciation activities as president will be 
George A. Dempsey of the Farming- 
ton Shoe Manufacturing Company of 
Dover, N. H. The members added to 
the board are E. Farrington Abbott, 
Charles Cushman Co., Auburn, Me.; 
A. F. Bancroft, Bancroft Walker Com- 
pany, Waltham Mass.; Daniel J. Dan- 
ahy, H. H. Brown Shoe Co., Inc., 
Worcester, Mass.; Robert Goldstein, 
John E. Lucey Shoe Co., Middleboro, 
Mass.; Daniel E. Watson, Watson Cut 
Sole Co., Boston, Mass., and Max E. 
Wind, Wind Innersole & Counter Co., 
Campello, Mass. 

A complete report of the activities 
performed by the Association during 
the past year was presented by the 
Secretary, Maxwell Field, and plans for 
the expansion of the Association’s ser- 
vices during 1939 were considered. In 
his report Mr. Field stated that “the 
New England Shoe and Leather Asso- 
ciation today is in a stronger position, 
both financially and in number of mem- 
bers, than it has been in a number of 
years.” 

The dates for the Twentieth Annual 
Boston Shoe Fair were set for June 5, 
6, 7 and 8, to be held at the Statler and 
Copley-Plaza hotels. 

The complete roster of officers and 
directors is as follows: 

President: George A. Dempsey, 
Farmington Shoe Mfg. Co., Dover, 
N. H.; vice-presidents: J. Franklin Mc- 
Elwain, J. F. McElwain Co., Nashua, 


RIGHT NOW 


@ 


NAP-SUEDED LEATHER 


Low cost... long wear... 
the ideal nap-sueded leather 
for sport, spectator, and all 


outdoor wear. Ask your 


manufacturer. 
* 
SLATTERY BROS. 


TANNING COMPANY 
210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 
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N. H.; Charles T. Cahill, United Shoe 
Machinery Corp., Boston; Louis H. Sal- 
vage, Louis H. Salvage Shoe Co., Man- 
chester, N. H.; treasurer: Eugene L. 
Wyman, United States Leather Co., 
Boston; and secretary: Maxwell Field, 
Boston. 

Directors: E. Farrington Abbott, 
Charles Cushman Co., Auburn, Me.; 
S. D. Ansin, Ansin Shoe Mfg. Co., 
Athol Mass.; A. F. Bancroft, Bancroft 
Walker Co., Waltham, Mass.; George 
Barkin, A. R. Hyde & Sons Co., Cam- 
bridge, Mass.; L. M. Carroll, Norway 
Shoe Company, Norway, Me.; Daniel J. 
Danahy, H. H. Brown Shoe Co., Inc., 
Worcester Mass.; William E. Doyle, 
Doyle Shoe Co., Brockton, Mass.; Ar- 
thur L. Evans, L. B. Evans’ Son Co., 
Wakefield, Mass.; Harry E. Gardner, 
American Oak Leather Co., Boston, 
Mass.; Robert Goldstein, John E. Lucey 
Shoe Co., Middleboro, Mass.; H. N. 
Goodspeed, A. C. Lawrence Leather Co., 
Peabody, Mass.; James T. Gormley, 
Day-Gormley Leather Co., Boston, 
Mass.; C. Henry Jacobs, A. Jacobs & 
Sons Co., Inc., Lynn, Mass.; H. O. Ron- 
deau, H. O. Rondeau Shoe Co., Farm- 
ington, N. H.; Myer Saxe, Kesslen Shoe 
Co., Kennebunk, Me.; Frank S. Sha- 
piro, National Shoe Corp., Marlboro, 
Mass.; J. A. Slosberg Green Shoe Mfg. 
Co., Boston, Mass.; Thomas Small, 
Allied Kid Company, Boston, Mass.; 
Daniel E. Watson, Watson Cut Sole Co., 
Boston, Mass.; and Max E. Wind, Wind 
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The Market Is Calling 


all buyers—wanting the latest and best—tested by 


comparison. 


No other shoe center gives to buyers the chance for 
a choice obtainable in the Marbridge Building. 
When in New York—be neighborly—a welcome 


awaits you on every floor. 


D. S. MACDONALD, Mgr. 


WEST 34th ST. 
Also 1328 Broadway 


47 


NEW YORK 





shoes for 
their own 


It’s discouraging to have so many customers blame 
inches and pains that are caused by 
eet. 

Yet these same people, if once satisfied, are a store's 


most loyal customers. 


and has 


cOosTs YOU 


$600 


DOZEN PAIRS 


at. 


Trimfoot, the world’s largest selling metatarsal 
insole, has turned the trick for thousands of dealers 
iven them an extra profit besides. Send 
for your free sample pair today! 


RETAILS FOR 
$100 


PER PAIR 


frimfoot 


WIZARD COMPANY 
Weltihy 


Oo but 


MO. * 


Canadioar Spe 


WALSALL, ENG. 
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Innersole & Counter Co., Inc., Cam- 
pello, Mass. 

Ex-officio: Alfred W. Donovan, E. T. 
Wright & Co., Inc., Rockland, Mass.; 
Herbert T. Drake, W. L. Douglas Shoe 
Co., Brockton Mass.; Charles C. Hoyt, 
Lowell Bleachery, Inc., Boston, Mass.; 
John S. Kent M. A. Packard Company, 
Brockton, Mass.; Harold S. Wonson, 
Commonwealth Shoe & Leather Co., 


Whitman, Mass. 


Leibowitz Heads York 


Shoe Retailers 

York, Pa.—Mose Leibowitz, long a 
mainstay in the affairs of the York 
Shoe Retailers’ Association, was elected 
president of the organization at the 
annual meeting held Monday, January 
23, in the Fair and Square Shoe Store, 
of which he is proprietor. He succeeds 
Myer Smith, who served in that office 
for the past year. Other officers elected 
at the meeting were: vice-president, 
David Lewis; secretary, Charles Mar- 
tin, and treasurer, Michael Britcher. 
Directors named are Lewis Leibowitz, 
Samuel Brueggeman, Willis Gilbert, 
Philip Smyser, Myer Smith and Cletus 
Reineberg. 

Plans for the annual get-together 
to be held on Monday, February 20, 
were discussed at the meeting, and 
from all indications it will be the big- 
gest and best in the history of the 
organization. Shoe merchants from 
Harrisburg, Lancaster, Hanover and 


other adjacent cities are being invited 
to attend and many have already ac- 
cepted invitations. Arthur D. Ander- 
son, editor of the Boor AND SHOE ReE- 
CORDER, and Lee Langston, executive 
editor of the National Shoe Retailers’ 
Association, will speak. Mr. Anderson’s 
subject will be, “The Outlook for 1939.” 
Mr. Langston will give a brief résumé 
of the National Shoe Retailers’ Conven- 
tion held January 3 to 7 at Chicago. 

In conjunction with the get-together 
there will be numerous displays of edu- 
cational matter pertaining to the re- 
tailing of shoes. The committee chair- 
men appointed for the affair are: 
Tickets, Michael Britcher; Entertain- 
ment, Cletus Reineberg, and Welcom- 
ing, Samuel Brueggeman. 

Ellis Swartz, of the Morse and Rod- 
gers branch of the International Shoe 
Company, informed the local merchants 
factories increased their output for 
the first 21 days of this year 12 per 
cent over the same period last year. 


R. W. Bayly Named Groves 
Shoe Sales Manager 


Cuicaco, ILL.—Robert W. Bayly has 
recently been made sales manager of 
Groves Shoe Company. Mr. Bayly was 
formerly with International Shoe Com- 
pany, St. Louis. He announces the ad- 
dition to his sales staff of the follow- 
ing men:—John Colvin, to travel the 
states of Georgia and Florida; Henry 
Hoyle, to travel north Texas; Al Gar- 


niar, to travel south Texas; Carl Rowe, 
who succeeds Rapp Howell in Indiana 


and southern Michigan; Layton F. 
Hughes, Oklahoma; W. R. Thomas, 
western Arkansas and northern Lou- 
isiana, and Joe Groskind, eastern Ar- 
kansas and western Tennessee. 


M. C. Streicher Joins 
Unity-Grossman 


New York—Max C. Streicher has 
recently joined the shoe firm of Unity- 
Grossman, Inc., 47 Ninth Avenue, this 
city, and will assist the firm’s execu- 
tives, Morgan Grossman and David 
Levine in the shoe styling and sales 
department. 

Mr. Streicher has been connected 
with the manufacturing and selling of 
women’s high-grade footwear for many 
years and his selling and style experi- 
ence is expected to be a big asset to this 
well-known women’s shoe firm. 


Enters Father’s Business 


Cuicaco, ItL.—Denison Groves, son 
of George M. Groves, owner of the 
Groves Shoe Co., has just recently en- 
tered the business. He is at present 
working in the administrative end and 
learning all branches of the business, 
since it is his father’s intention that 
he carry on the business. For the past 
three and a half years he has been 
practicing law. 











Soles and Heels 





No Spread, No Curl, No Bulge 
METAL FLEX Soles and Heels 


Flexible metals cut through: Water, 
Oll or Grease. 


THE LITHOX corp. 
WAPAKONETA, OHIO, U. 8. A. 
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Bowling Shoes 
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Children’s Shop 


River Forest, I1u.—R. A. Fargo, 
who operates the Little Chick Shoe 
shops in Chicago and Evanston, has 
recently opened another store in the 
new business district here. The store, 
which is adjacent to the thriving Oak 
Park shopping section, is completely 
modern in furnishings and decoration. 
Particularly attractive are the window 
backgrounds, one of which shows a 
young football player in action and 
the other which shows a young gir! 
tennis player in action. 
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McGinley Heads Mid-Continent 
Shoe Show 


Tutsa, OkLA.—M. N. McGinley, for 
14 years with the Shu-Stiles, Inc., St. 
Louis, Mo., as their representative in 
Oklahoma, was elected president of the 
first annual Mid-Continent Shoe Show, 


M. N. MceGINLEY 


held January 22, 23 and 24, 1939, in 
Tulsa. 

S. Goldner of Tulsa, was elected sec- 
retary, and W. L. Hutchison of Fort 
Smith, Ark., was named chairman of 
the committee to make arrangements 
for the second show to be held some- 
time in February, 1940. 

Enthusiastic over sales reports by 
representatives of the 100 lines in the 
show, President McGinley announced 
that he would concentrate his efforts to 
building even a larger meeting next 
year. 


DuPont to Open New Plant 


New Yorxk—tThe Fabrikoid Division 
of E. I duPont de Nemours & Com- 
pany announced today that it has leased 
the vacant Chapin & Gould paper mill 
at Russell, Mass., and expects to start 
operating the plant early in March. 

The products to be made at Rus- 
sell are latex-impregnated fiber sheets 
known as “Texon,” used principally as 
midsoles and innersoles in shoe manu- 
facturing. 

“Texon” has been made at another 
location for several years. It is ex- 
pected that with the better facilities 
available at the Russell plant, further 
improvements in the product should be 
possible and its use extended. 


Chicago Travelers Join 
“March of Dimes” 


Cuicaco, Inu.—-Norman N. Souther, 
president of the Chicago Shoe Travel- 
ers, announces that his association is so 
much in accord with the subscription 


ELAM'S 


PRE-WELTS 


500—Patent Leather 
50i1—Smoke Elk 
502—White Elk 


504—Tan Elk 
505—Biack Elk 


Elam's Pre-Welts class your store as 
specialized in healthful foot guidance 
for young children. 


F.S. ELAM SHOE CO. 








plan to raise funds for the President’s 
Birthday Ball and infantile paralysis 
foundation that members are joining 
the nationwide “March of Dimes.” The 
sum total of 100 dimes is being donated 
by the association and forwarded in 
check form to the national headquarters 
in Washington. 


Sing a Song of Color 
[CONTINUED FROM PAGE 19] 


graph) to go with a tweed ensemble in 
these colors. And don’t forget that the 
little girl, too, will like more color inter- 
est in her shoes and so will the boys, 
big and little. 

Remember too that girls’ clothes this 
year are dainty and feminine—showing 
a Victorian influence with their basque 
waists and guimpes, ruffled petticoats 
and straw bonnets. Her shoes should 
reflect some of this influence and she 
should have light dainty patterns to 
wear with her organdy sash dress or 
her blue flower print—two in a group 
labelled “Victorian” or “Colonial.” 

And, of course, like her mother, she 
will have a swing skirt with nearly all 
her dresses and this will make her more 
conscious of the way her feet look than 
she has even been before. 

Yes, it certainly is a good season for 
the merchant who sells boys’ and girls’ 
shoes if he will study his fashions and 
play them up for all they are worth. 
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Why UNISHANK ? 


Two decades ago fashionable shoes 
for women had plump outsoles and insoles 
and three square feet of uppers to the pair. 


A light piece of steel was shank enough. 


Today's modes are lighter, smarter, and 
skeletonized. Greatly increased strength in 
the shank is essential. UNISHANK — a per- 
fectly moulded unit — insole, steel, and re- 
inforcer — gives exactly the added support 


required. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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OPPORTUNITY 


for two salesmen 
A manufacturer with na- 
tional distribution is seek- 
ing two high-grade Novelty 
and Sports Footwear sales- 
men, whose annual earning 
capacity is now and has 
exceeded $5,000 and who 
meet the following addi- 
tional irements :— 
(1) Must be well ac- 
quainted with and re- 
ceived by Chain and 
Department Store Mer- 
chandisers and Buyers. 
(2) Must be able to in- 
troduce and promoie 
new styles pl designs 
on this type of mer- 
chandise. 


(3) Must be able to 
sense, from the mar- 
keting angle, style 
trends well in advance 
of the active demand. 
The members of our organiza- 
tion are informed of this adver- 
tisement, and all replies will be 
treated with strict confidence. 
Address Box 112 
BOOT & SHOE RECORDER 
140Federal St.,Boston,Mass. 











HUSTLE 
WITHOUT 
BUSTLE 


We're hustlers when 
the occasion demands 
but we don’t make any 
noise about it. Our serv- 
ice is as cheerful and 
quiet as it is speedy. 


IW 


HOTEL-CHICAGCO 
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New Tasks for Management 


[CONTINUED FROM PAGE 36] 


Viewing this picture as a whole, I hope 
we have not sold our birthright for the 
traditional mess of pottage. 

These facts, it seems to me, indicate 
the crucial task of management in the 
shoe and leather industry. Our market 
has been fundamentally changed. 
Tendencies which only yesterday were 
present in the volume shoe market have 
now appeared in the medium-price 
brackets. Price competition in shoe 
retailing is incessant, and as more and 
more price levels are canalized and 
standardized more manufacturers and 
tanners are going to be affected. Each 
time costs slide downward, it is ex- 
pected as a matter of course that man- 
ufacturers will supply shoes at lower 
prices and pass on to the buyer all the 
benefits of reduced costs. The manu- 
facturer in turn gets the willing consent 
of the tanner to cut prices. However, 
there doesn’t seem to be a reverse gear 
on this job. On a rising market with 
increasing costs the worship of the 
price ticket brings to bear tremendous 
pressure on the shoe manufacturer. His 
buyers point to the preordained and 
prehistoric $2 seller and claim that 
widows and orphans would be ruined 
if the same pair of shoes sold for $2.05 
or $2.10. It is hard to turn down busi- 
ness, particularly volume business, even 
though the producer can’t see daylight 
between the prices he got and the costs 
he expects. As any good businessman 
knows, the next step is to pass the 
buck, in this case to the tanner. The 
upshot of the whole story may be a 
very gratifying report that an increase 
of 2%c. has been obtained when at least 
15c. per pair was needed to pay for 
greater costs. We know perfectly well 
that someone must suffer in this process 
because you can’t divide less money 
among the same number of people 
without cutting the average return. 

Discouraging as these facts are I 
know of no solution. We have had a 
change in the balance of economic bar- 
gaining power of tanners, manufactur- 
ers and retailers. In a free and com- 
petitive economy those who adjust will 
survive and those who do not will fall 
by the wayside. Knowing what it faces 
in the arena of shoe and leather prices, 
management in the shoe and leather 
industries must demonstrate that it can 
survive, that every branch of this in- 
dustry can preserve its right to some 
return on investment, skill and experi- 
ence. While again in this instance 
manufacturers and tanners face the 
same general task, they see it neces- 
sarily from slightly different angles. In 
both cases the indispensable prerequi- 
sites are to know the facts, to get rid 
of illusions that are handicaps at pres- 
ent, to get adjusted to modern condi- 
tions. 

For management in the tanning in- 
dustry the most important task today 
is learning how to capitalize the limita- 
tions of their market. The industry 


cannot supply leather at less than cost 
indefinitely; it must call a halt to its 
charitable merchandising not only for 
its own sake, but for the sake of its 
customers. I hope you will not think 
that merely a pious sentiment, for I 
sincerely believe that no lasting good 
is done a buyer by accommodating him 
in the ruinous pursuit of selling his 
own product at too low a price. There 
can be no criticism of the leather indus- 
try on the score that leather prices are 
too high. Within the range of normal 
rawstock movements, tanners make 
available an industrial material of in- 
creasing utility, diversity, and beauty 
at prices that are economic and rea- 
sonable by any standard. If the mar- 
ket for leather has been fundamentally 
changed and new forces have asserted 
themselves, it may be that tanners’ 
operating and merchandising policies 
may have to be changed just as funda- 
mentally. The cornerstones of such 
policy should be the determination to 
secure profit above replacement, to con- 
trol inventory and selling policies with 
the purpose of capitalizing on profit op- 


portunities. 
The shoe manufacturers’ problem is 
somewhat ‘different. Manufacturing 


turnover is faster than in the tanning 
industry. Inventories cannot be used 
as readily to cushion the shocks of 
fluctuating buying and market activity. 
But the manufacturer to retain any 
profit margin must be able to sell goods 
at a price based on costs, instead of 
accepting a price into which costs will 
be squeezed. In at least one respect the 
manufacturer and tanner must explore 
and answer to their satisfaction an 
identical question. Broadly speaking, 
this is the old story of volume, taken 
merely for the sake of getting business 
and yielding no return in profit to the 
manufacturer. Perhaps if more produc- 
ers reviewed this question and tried to 
see how much more they would have 
made with smaller volume, unprofitable 
business would not be accepted so 
readily. One thing is certain—manage- 
ment in the shoe and leather industry 
is entitled to stand in the front ranks 
of those who have given the public 
increasing value for their dollar. 





Expect Big Middle 
Atlantic Show 


[CONTINUED FROM PAGE 30] 


room applicants are asked to give the 
following information: First and sec- 
ond choice of floors (floors used are 13- 
14-15-16-17) and at least first, second 
and third choice of room. 

The M.A.S.R.A. officers, directors and 
all committeemen recognize that their 
principal duty is to conduct this con- 
vention so that all conventionnaires, 
exhibitors or retailers will find it profi- 
tab!e, interesting and most helpful. 


el ee ee ee | 


J 
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A PROVEN SUCCESS 


Nationally Known Retailers 
Are Successfully Using 


Read what they say: 
MAKES ADDITIONAL SALES 


“The results obtained from our trial of 
the first iron was so satisfactory that we 
have now purchased the irons for our 
various departments in our eight floor 
shoe store. 


“We are able to make | wwe d additional 
sales by using the Shoe Doctor Shrinker 
to take out and prevent finds and full- 
ness around the tops of all kinds of shoes, 
as well as to take care of the many com- 
plaints such as preventing the heels of 
shoes from slipping, removing wrinkles in 
the linings and many other uses.” 


MAROTT SHOE STORE, Indianapolis 


STOPS COMPLAINTS 


“We feel that this is a piece of equip- 
ment that should be in every shoe store 
to help stop the kicks.” 

S. J. BROUWER SHOE CO., 
Milwaukee 


“It has not only saved us quite a number 
of sales but has also aided us in 4 
satisfied a great number of customers. 
would not be without one of these Shes 
Doctor Shrinkers.” 


McHENRY’S, Zanesville, Ohio 


ELIMINATES USE OF INSERTS 


> pul it so clev- 
a " that we iss not use any more non 
slips or counter linings.” 

R. H. FYFE & CO., Detroit 





excerpts are from but a few of 
sees Ses received from prospering 








ATO ON DISPLAY 


$] 2.50 MID. ATL. SHOE RET. SHOW 


LORD BALTIMORE HOTEL, 
Curved type tren BALTIMORE, Feb. 12, 13, 14 


CHARLES HENRY BROWN 
E. SON. INC. 





Outstanding Men’s Shoe 
Window 


This novel and attractive window of 
men’s custom-finished shoes attracted a 
lot of attention and resulted in a good 
number of sales recently at the W. B. 
Davis Co., Cleveland, Ohio, according to 
A. T. Kalasky, display manager, who 
was responsible for the idea. The sev- 
eral pairs of shoes extruded from the 
antique picture frames which carried 
out the antique idea and also aided in 
centering attention on the footwear. 





Shoe Guild Show 
May 9 and 10 


New YorkK—The Shoe Fashion Guild 
will hold its Fall Showing at the Hotel 
Biltmore on May 9 and 10. 

The members of the Guild will as- 
semble their lines at the Biltmore and 
are planning to stage a fashion lunch- 
eon on Wednesday, May 10. This will 
combine the old form of room shows, 
as previously held by the Guild, with 
the fashion luncheon, held in Novem- 
ber, 1938. 

The Guild will invite a very select 
group of manufacturers throughout the 
country to join the organization and to 
participate in their showings and other 
activities. The fashion luncheon will 
be a highlight of the Guild’s Fall Open- 
ing and tickets of admission will be 
available at $5 each. 


Keeps Case History of 
Each Child Customer 


[CONTINUED FROM PAGE 32] 


Wishes You a Happy Birthday.” This 
item is charged to advertising expense, 
since it’s a sure sales puller for the 
children of school age and always wins 
favor with the parents of the younger 
ones. 

With the exception of the semi-an- 
nual clearance sales which are adver- 
tised in the local paper, most of the 
advertising is done by direct mail to 
regular customers only. Each receives 
an average of a card a month. If a 
customer has not returned to the store 
within three months after the last sale, 
the parents are sent a card reminding 
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them to come in to have the shoes 
checked. (And they always do come.) 
Other cards cover announcements of 
Spring and Fall shoes, Easter fashions 
and announce the Summer sandal sea- 
son. 

The decorative treatment of the store 
has also been planned with the juve- 
nile customer in mind. The walls are 
in soft pastels with insets showing 
paintings and sketches of birds and 
animals. Low mirrors which delight 
the children, especially the babies, are 
set about the floor at intervals. 

Due to the increasing demands of his 
business, Mr. Gotskind plans to remodel 
and enlarge the store this coming 
Spring. 








a New Note of 








GLAMOUR 


—that appeals to young, 
modern ideas is your cue for better 
merchandising this year. Sparkling 
glass-like Lucite fixtures will create 
that new fresh atmosphere your dis- 
plays need today. Write for our free 
catalog of Lucite fixtures at once. The 
Adier-Jones Company, 523 S. Wabash 


Ave., Chicago. 


oe oy a -e ee oe ee ec, 
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SALESMEN WANTED 


| SALESMEN WANTED 


BUSINESS OPPORTUNITY 








peting lines. 


SALESMEN WANTED: 


ment has created openings for several live salesmen experienced in selling Men's 
Better Shoes. Our lines retail at $4 and $5, and are outstanding for Style and Quality. 
Write full particulars as to experience, lines carried, territory travelled, and all 
information necessary to acquaint us with your ability. No objection to non-com- 


The rapid growth and contemplated 
expansion of our In-Stock Depart- 


PLYMOUTH DIVISION, John E. Lucey Shoe Co., Middleboro, Mass. 








Are you selling Leisure Sli 
and 8 


New York State, Pennsylvan 
ee or west of the Mississipp 
ver 
Then let us send you poems of the 
country’s best selling propositio: 


Sintesene Seteatctes 
81 Reade S$t., New York City 








SALESMAN WANTED 
for Alabama 


NORTH LEBANON SHOE FACTORY 
Lebanon, Pennsylvania 











Waa one a by estabi site ites qeautee 
turer quality work shoes rect to 
Territories protected. 


side lines. Write 

and lines carried. Ref- 

erences. 111, care Boot & Shoe Re- 
corder, 239 West Street, New York, N. Y. 


STABLISHED In-Stock line quality infants’ 
E and children’s 











Sen ee ae ot d tin of, aa tdie Ma's u's, 


Sed "s — 
Fn ggg emmy sie. p—4 
& ‘Shoe Recorder, 239 West 39th Street, 
New York, N. 


NF TORK Seats sad Pesnoytvenia, Corry Hine 


bb maa B.. 
ig commission = Tine 





PROFITABLE “SPECIAL SERVICE” 
ITEMS FOR SHOE STORES 


To be carried as side line. Two terri- 
tories open. One salesman wanted for 
New York State and one for Penn- 
sylvania, Maryland and Delaware. Only 
experienced men now traveling need 
apely. Give complete details in first 
etter. 


Charles Henry Brown & Son, Inc. 


Marbridge Bldg. 
47 West 34th St., New York City 











New England terri 
pa ov acer one of New 
wholesalers. Address $119, Boot 
Recorder, 140 Federal Street, Boston, Mass. 


EXPERIENCED salesman to sell Shoe Manu- 
facturer’s Goods on yy commission in 

real opportun: to 
lends oldest me he 
and Shoe 











ROFIT and opportunity 


unlimited on my 
unique method baby shoes into 
Book Ends and 


very reasonable. Write—™. E. Watson, Belle- 
fontaine, Ohio. 


LINE WANTED 











Ladies’ Ready to Wear Shop 


lebr., a town of 10,000. Best loca- 


bet! 
$3.95 to $7. 
Will be willing te the any eno withest © lease. 
RUTER’S THE FASHION 
Kearney, Nebr. 














WANTED TO PURCHASE 


APE i interested in buying shoe stores. ap 
single store or small chain, gy 
middle West or East. Address $1 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








FOR SALE 


WOMEN’S Lasts. Complete run of sizes and 
widths. Address $113, care Boot & Shoe 
239 West 39th Street, New York, 





Recorder, 
N. Y. 





ESTABLISHED retail shoe business in good 
town of 5000 in Minnesota. Address $114, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





MERCHANTS’ NEEDS 








BOOTMAKER OIL STAIN 


Give Your Shoes That Customized Look With 
a Tried and True Stain That Covers Evenly 
ond Leaves a Thich Appearance. 
Trial Size 40c. Pint 65c. a 10c. for 
Postage Outside N 


BURTON 


32 Park Rew New York 























Opens Own Shop 


St. Louis, Mo.—Miss Dorothea 
Crisco, who was with Younger Gener- 
ation Shop of Famous Barr for 15 
years, has opened and is very success- 
fully operating a Health Spot Shoe 
Store at 6502 Delmar Boulevard, Uni- 
versity City, Mo. 





address should be counted. 
for all display classified 





For all other classified 
a box number is desired twelve words should be added for the 


CLASSIFIED ADVERTISING RATES 


Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
advertisements ee 28 am pe cus a, Sie, 2. 


advertisements is $5.00 inch with a maximum of 46 
advertising is payable in advance. ” . a 


= Advertisements for this page must be in our New York office on Friday of the week preceding publication “S68 


other cases each word of t 














?e6< | 





Gees 


a ae u Sa55 ' ’ 


rat 

















BOOT anno SHOE RECORDER, February 4, 1939 





(51) 








WANTED TO PURCHASE 





MERCHANTS’ NEEDS 








PATENT ATTORNEY 














Buyers of Surplus Stocks 

ot will buy surplus or atin stecks of cheese 
QUANTITY NO OBJECT 

KIRSCH-BLACHER CO., Inc. 








BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, WN. Y. 
Telephone WORTH 2-5180-518! 

















BRANNOCK SHOE- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
@ ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIMF 
Cut down try-ons 
Write fer Deseriptive Felder 
factories offering B 


and list of shoe 
at special cooperative price. 














PATENT YOuR ID 


caigioenrin Zi Telecel 
ADVICE 
FREE prenietn @ATENT arruniey 


A at. . records searched 
for ANY Invention or Trade Mark 













MERCHANTS’ NEEDS 








No Mis-Mates with Mate Marks 
2450 2450 2450 














Send Free Semples and Prices 


hee eee ee ee et 








Spring Trends Seen at 
Chicago Showing 


[CONTINUED FROM PAGE 39] © 


the wide sales possibilities in this field, 
he stated. 

Retailers attending the show, both 
from out of town and from Chicago, 
reported that their inventories are be- 
ing well cleared out by the January 
sales and that some of their early 
Spring lines are already beginning to 
move. 


Vamos Headquarters at 
406-412 Marbridge Bldg. 


The headquarters of Alfred Vamos, 
inventor and sole authorized distributor 
of Vamos stretchable leather, and cre- 
ator of “Lastex” shoe novelties, are at 
Rooms 406-412, Marbridge Building, 
New York, N. Y. An error in the room 
numbers occurred in the advertisement 
of Mr. Vamos published in the Janu- 
ary 28th issue of Boot AND SHOE 
RECORDER. 





Harry Teets Convalesces 


Denver, Coto.—Harry Teets, vet- 
eran buyer for the shoe department of 
the Denver Dry Goods Co., who has 
been seriously ill for several months, 
is recovering from a recent operation 
and will be taken home shortly. He is 
making satisfactory progress, doctors 
report, and is considered well on his 
way to complete recovery, although he 
probably won’t be able to work for 
some time. Assistant Buyer W. J. 
Carty is in charge during his absence. 








Holds Formal Opening of New Headquarters 























New York—Bond Shoe Co., manufacturing wholesalers of women’s novelty foot- 

wear, recently held the formal opening of their new headquarters at 144 Duane 

Street, here. Tastefully and modernly finished on both interior and exterior, the 

new building gives the company double the capacity of their old location at 132 

Duane Street, and this, coupled with new and modern equipment, permits greater 
efficiency in handling orders. 


The company, under the guidance of Harry Schvey, president, has been.in busi- 
ness since 1912 and today is one of the largest wholesale distributors of women’s 
novelty footwear. 





Salanka Joins Swan Shoe Co. 


BALTIMORE, Mp. — “Bob” Salanka, 
who enjoys a very extensive acquain- 
tance throughout the Middle West, has 
just been appointed to represent the 
Swan Shoe Co., of this city, in Illinois, 
Wisconsin, Minnesota, Iowa, Nebraska, 
Kansas and Missouri. He will make 
his headquarters in Chicago. 


His initial trip will be made with 
the new Spring line of beach and out- 
ing sandals, and slippers, with the pro- 
duction of which, as well as boudoir, 
women’s and men’s slippers, the house 
is identified. All of the traveling men 
of the house are now on the road with 
the new lines, which contain many 
outstanding novelties and original pat- 
terns. 
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rons. a aye? ounme.. 


And how to solve them 


DO YOU WANT TO 


MAKE it possible to provide 
comfort in style shoes or inex- 
pensive shoes with an insert 
that retails profitably at $1.00? 
Ask for information about 
GLIDE-O-MATICS. 


BE ABLE TO fit everybody 
with shoes that do not gap or 
slip at the heel? It is possible 
to shrink leather and fabric 


BOOTS AND SHOES 


ALTSCHUL, JULIUS., INC., Brooklyn, N. Y 

BROOKS SHOE MFG. CO., Philadelphia, Pa 

BROWN SHOE COMPANY, St. Louis, Mo Me 
Geen «COL, Tomiibere, Vaz... 6. ccc ccc ccc c ccc ccccecces 
CURTIS SHOE CO., INC., Marlboro, Mass 

ey Se Re ccs. cc ccc cccrccsccccececcccees 
DOUGLAS, W. L., SHOE CO., Brockton, Mass 

ELAM, F. S., SHOE CO., Rochester, N. Y 

FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo 

ce BE a rn 
Ce ees Mn, Benen Bina, wok cick cccwecececevcescoses Back Cover 


without harming the material 
—without even leaving a mark. 
Ask for information about 
SHOE DOCTOR SHRINK- 
ERS and Fluid. 


BE ABLE TO fit your cus- 
tomers right with the first shoe 
you try on? The new T- 
SQUARE FOOT MEASURE 
is the answer to the shoe men’s 
prayers. Ask for information. 


PROVIDE that extra service 
that pleases your foot-weary 
customers and puts smiles on 
the faces of the worst cranks? 
Ask for information on the VI- 
PED-EX FOOT OSCILLA- LEATHER AND OTHER MATERIALS 


ate AMERICAN FELT COMPANY, New York City 


HAVE your customers wear COLONIAL TANNING COMPANY, Boston, Mass. .....................0.... 
a est _— HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa 2nd Cover 
: KISTLER LEATHER CO., Boston, Mass 


they have their old shoes 
SLATTERY BROS. TANNING CO., Boston, Mass. .................2.000e00:- 44 


MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 
MUSEBECK SHOE COMPANY, Danville, Ill 

NUNN-BUSH SHOE CO., Milwaukee, 
a as Sa ds cu aceaieee sacesocebeceteneseveses 42 
ee ee INT Ot, MIO, TE, on ccc ewe sccccecncccccsccsvessceBhy SS 
PINCUS, LESTER, SHOE CORP., New York City 

POSNER, DR. A., SHOES, INC., New York City 

ROBERTS, JOHNSON & RAND, St. Louis, Mo 

SAKS, M. J., SHOE CORP., New York City 

UNITED STATES RUBBER CO., New York City 

WINTER, JOHN, & SON, INC. New York City 


PISA DEA. OS SER ae as 


3rd Cover 


Me Ae’ 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DU PONT, E. L, DE NEMOURS & CO., INC., Arlington, N. J 

LITHOX CORP., THE, Wapakoneta, O 

OSMIC CHEMICAL COMPANY, Brockton, Mass. 

UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass...............:...... 6, 38, 


ALL ITEMS ON DISPLAY 
MIDDLE ATL. SHOE RETAILERS SHOW 
LORD BALTIMORE HOTEL, ROOM 1423 

BALTIMORE, FES. 12, 13, 14 


STORE EQUIPMENT AND FINDINGS 


Neen nT ene ee. o. Soawicbadbeceveseccceeses 
BRANNOCK DEVICE CO., Syracuse, N. Y 

BROWN, CHARLES HENRY, & SON, INC., New York City 

WELLS, GUS V., Des Moines, Ia. .............. PE CR SOO ey 
ee I I osc oo vase cccccdcceocsccccessrcesoceccess 


CHARLES HENRY BROWN 
E. SON. INC. 


pesaaeaes TEAR HERE ceeeeeees, 
’ 


CHARLES HENRY BROWN & SON, tee. 
Marbridge Bidg.. 47 W. S4th St., New York City 


, wa send me details on the fellewing iteme: 
@LIDE-o-mATicS MISCELLANEOUS 


suas take ceteoee BARIS SHOE COMPANY, New York City 

VI-PED-EX FOOT OSCILLATOR ESSE EEE SS ETERS a OE Re PE 48 
IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 

MARBRIDGE BUILDING, New York City 

POLACHEK, Z. H., New York City 

TOLMAN PRINT, INC., Cambridge, Mass. 














7 939 STARTS OFF WITH A 


JANUARY PRODUCTION OF 


4208441 


PAIRS OF Gue9 SHOES 


crease 27 %o OVER JANUARY 1938 


»- 
* Praof of the increasing accept- 
_ ance and popularity of Compo 
Shoes of all types — made with 
_ Compo Equipment & Adhesive 


GOMPO SHOE MACHINERY CORPORATION - BOSTON 








~ 





Philadelphia, Pa. Editorial and Executive n 
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56th 


Publication office, Chestnut and 
Office in Philadelphia under Act of March 3, 1879. 
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